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The rise of the peer-to-peer accommodation service such as Airbnb has represented a 
transformational innovation in the tourism and accommodation industry. Guttentag and fellow 
researchers (2017) stated that limited research had examined Airbnb, and motivation-based 
segmentation research based on accommodation choice is much more limited. As a replication 
study, the purpose of the current research was to investigate why tourists choose to stay with 
Airbnb based on the 17 motivators proposed in Guttentag et al.’ study, but more specifically 
among young tourists in the Chinese context. In addition, this study investigated young Airbnb 
users' level of the importance of personal value items proposed by Schwartz (Schwartz, 1992), 
in order to study whether there are correlations between the choice of Airbnb and personal 
value profiles. Three research questions were developed according to the research purposes: 
(1) What motivations attract young Chinese travellers to choose Airbnb? (2) What are the 
segments of young Chinese travellers regarding the motivations of using Airbnb? (3) What are 
the value profiles of young Chinese Airbnb users? 
  
This study adopted a similar quantitative research method to the previous study of Guttentag 
et al. An online survey method was adopted concerning the research nature and the difficulties 
of data collection during the COVID-19 quarantine period. The questionnaire was designed by 
two online survey service websites: Qualtrics and Wenjuanxing. The survey link was posted 
on various social media platforms, which resulted in 296 responses. The results indicate 
fourteen out of seventeen motivators from Guttentag et al.'s study affecting the use of young 
Chinese tourists which were grouped into four factors - Sharing economy ethos and local 
authenticity, home benefits, novelty and function & interaction. The respondents were grouped 
into four segments – Easy-going consumers, Non-collaborative consumers, Egocentric 
consumers and Captious consumers – based on the levels of agreement with motivations. 
Additionally, two personal value factors affected young Chinese tourists' use of Airbnb – 
contradiction and adaptation. Numerous practical and theoretical implications were discussed. 
Areas for current limitations and recommendations for future research were also described. 







First, I would like to express my deep and sincere gratitude to my fabulous supervisors, Dr 
Euejung Hwang, and Associate Professor Lisa McNeill, for their continuous support and for 
taking the time to discuss with me every week in the early phase of the paper. Even after being 
affected by COVID-19, they held online ZOOM meetings weekly with me and continued to 
provide guidance on my work. They have also guided me whenever I was confused and lost 
confidence. I am deeply grateful for their patience, encouragement and motivation throughout 
the whole master student’s life. I was extremely impressed by their dynamism, vision and 
professionalism. It was my great honour to work with the two best supervisors in the world! 
 
My appreciation also extends to Hui Li, who kindly helped me in reviewing and translating my 
questionnaire and giving advice on finalizing the online questionnaire despite her busy 
schedule. I would also like to extend a special thanks to Shu Han, for her recommendation of 
the use of Wenjuanxing and her clear explanations of Wenjuanxing’s functions. 
 
I next wish to thank sincerely all the respondents who patiently completed my survey and many 
others who kindly helped me with the posting and distribution of the questionnaire. This 
research could not be conducted without their assistance and participation. 
 
I also want to thank my friends, who sustained me spiritually throughout the thesis year and 
for helping to relieve my stress, listening to me and providing advice. Without them cheering 
for me, I would not have finished this thesis so smoothly. 
 
Finally, I want to offer the most profound appreciation to my family for their support, 
understanding and caring about my educating, especially my grandparents. I am extremely 
grateful to my mom for her endless love and sacrifices. Without her dedication and support, I 





Table of Contents 
 
CHAPTER ONE: INTRODUCTION .................................................................................... 0 
1.1 Research background ................................................................................................... 1 
1.2 Research objectives and questions ............................................................................... 3 
1.3 Research methods ........................................................................................................ 4 
1.4 Research contributions ................................................................................................. 4 
1.5 Research structures ...................................................................................................... 6 
1.6 Summary ...................................................................................................................... 7 
 
CHAPTER TWO: LITERATURE REVIEW ....................................................................... 8 
2.1. Introduction ................................................................................................................. 8 
2.2. Chinese consumers & tourism .................................................................................... 8 
2.2.1 Outbound tourism ............................................................................................. 8 
2.2.2 Domestic tourism ............................................................................................ 10 
2.2.3 Chinese culture and influence on tourism choice ........................................... 10 
2.2.3.1 Personal values in tourism ................................................................... 13 
2.2.3.1.1 Chinese personal values ............................................................ 15 
2.2.3.1.2 Schwartz's value scale & Chinese consumers ........................... 15 
2.3. Peer-to-Peer accommodation models ....................................................................... 18 
2.3.1 Co-creation of value in tourism ...................................................................... 19 
2.3.2 Importance and acceptance of the sharing economy ...................................... 20 
2.3.3 Peer-to-Peer accommodation and Chinese tourists ......................................... 21 
2.4. Young travellers ........................................................................................................ 22 
2.4.1 Youth tourism ................................................................................................. 22 
2.4.1.1 Characteristics of young travellers ....................................................... 24 
2.4.1.1.1 Generation Y and Generation Z ................................................ 25 
2.4.2 Travel behaviours of young travellers ............................................................ 26 
2.4.2.1. Backpackers ........................................................................................ 28 
2.4.2.2 Airbnb and young travellers ................................................................. 29 
2.4.2.2.1 Chinese travellers v.s. Foreign travellers .................................. 30 
2.5. Literature summary and conceptual framework ....................................................... 30 
2.5.1 Motivation based segmentation in tourism ..................................................... 31 
2.5.2 Literature summary of Guttentag and colleagues’ study ................................ 32 
2.6 Summary .................................................................................................................... 34 
 
CHAPTER THREE: METHODOLOGY ............................................................................ 35 
3.1 Introduction ................................................................................................................ 35 
3.2 Research objective ..................................................................................................... 35 
3.3 Research paradigm and philosophy ........................................................................... 35 
 
 
3.4 Research approach ..................................................................................................... 36 
3.5 Data collection ........................................................................................................... 37 
3.5.1 Data collection method ................................................................................... 37 
3.5.2 Respondents’ recruitment ............................................................................... 38 
3.5.3 Sample representatives .................................................................................... 40 
3.6 Research design ......................................................................................................... 41 
3.6.1 Questionnaire construction ............................................................................. 41 
3.6.2 Variable measures ........................................................................................... 42 
3.6.2.1 Airbnb motivations .............................................................................. 42 
3.6.2.2 Personal values ..................................................................................... 43 
3.6.2.3 Airbnb usage experience ...................................................................... 43 
3.6.3 Back translations ............................................................................................. 44 
3.7 Data analysis .............................................................................................................. 45 
3.8 Ethical considerations ................................................................................................ 46 
3.9 Summary .................................................................................................................... 46 
 
CHAPTER FOUR: DATA ANALYSIS ............................................................................... 47 
4.1 Introduction ................................................................................................................ 47 
4.2 Response numbers and data screening ....................................................................... 47 
4.3 Characteristics of the overall sample ......................................................................... 48 
4.3.1 Demographic characteristics ........................................................................... 48 
4.3.2 Trip characteristics .......................................................................................... 49 
4.3.3 Accommodation usage characteristics of respondents’ most recent Airbnb 
stay ........................................................................................................................... 50 
4.3.4 Airbnb usage history ....................................................................................... 50 
4.3.5 Satisfaction and loyalty ................................................................................... 51 
4.4 Motivations for choosing Airbnb ............................................................................... 52 
4.4.1 Descriptive statistics ....................................................................................... 52 
4.4.2 Exploratory factor analysis ............................................................................. 55 
4.4.3 Confirmatory factor analysis ........................................................................... 60 
4.5 Cluster analysis .......................................................................................................... 64 
4.5.1 Interpretation of the cluster solution ............................................................... 64 
4.5.1.1 Easy-going consumers ......................................................................... 67 
4.5.1.2 Non-collaborative consumers .............................................................. 67 
4.5.1.3 Egocentric consumers .......................................................................... 67 
4.5.1.4 Captious consumers ............................................................................. 68 
4.6 Cluster profiling ......................................................................................................... 68 
4.7 Communication channels ........................................................................................... 74 
4.8 Satisfaction and loyalty .............................................................................................. 74 
4.9 Personal value profiles ............................................................................................... 76 
 
 
4.9.1 Reliability test ................................................................................................. 76 
4.9.2 Validity analysis .............................................................................................. 76 
4.9.3 Compute variables .......................................................................................... 77 
4.9.4 Chi-square test ................................................................................................ 79 
4.9.4.1 Compare means .................................................................................... 81 
4.9.4.1.1 Value profile of Easy-going consumers .................................... 83 
4.9.4.1.2 Value profile of Non-collaborative consumers ......................... 83 
4.9.4.1.3 Value profile of Egocentric consumers ..................................... 83 
4.9.4.1.4 Value profile of Captious consumers ........................................ 84 
4.9.5 Factor analysis ................................................................................................ 85 
4.10 Conclusion ............................................................................................................... 89 
 
CHAPTER FIVE: DISCUSSION ......................................................................................... 90 
5.1 Introduction ................................................................................................................ 90 
5.2 Overall research purpose ............................................................................................ 90 
5.3 Discussion of overall results ...................................................................................... 90 
5.3.1 The sampling approach and the final sample .................................................. 91 
5.3.1.1 The multiple online data collection strategy ........................................ 91 
5.3.1.2 Representativeness of the final sample ................................................ 92 
5.3.1.3 General characteristics of Airbnb users ............................................... 93 
5.3.2 The Motivations for choosing Airbnb ............................................................. 94 
5.3.2.1 The motivation structure ...................................................................... 95 
5.3.2.1.1 Sharing economy ethos and Local authenticity factor .............. 95 
5.3.2.1.2 Home benefits factor ................................................................. 96 
5.3.2.1.3 Novelty factor ........................................................................... 96 
5.3.2.1.4 Functional & Interaction factor ................................................. 97 
5.3.3 Motivation-based Market Segmentation of Young Chinese Airbnb Users .... 99 
5.3.3.1 Four segments of young Chinese Airbnb users ................................... 99 
5.3.3.1.1 Easy-going consumers .............................................................. 99 
5.3.3.1.2 Non-collaborative consumers ................................................. 101 
5.3.3.1.3 Egocentric consumers ............................................................. 102 
5.3.3.1.4 Captious consumers ................................................................ 104 
5.3.4 Value profiles of young Chinese Airbnb users ............................................. 105 
5.3.4.1 Value dimensions of the four segments ............................................. 106 
5.3.4.1.1 Easy-going consumers ............................................................ 106 
5.3.4.1.2 Non-collaborative consumers ................................................. 106 
5.3.4.1.3 Egocentric consumers ............................................................. 106 
5.3.4.1.4 Captious consumers ................................................................ 106 
5.3.4.2 The structure of personal values ........................................................ 107 
5.3.4.2.1 Contradiction factor ................................................................ 107 
 
 
5.3.4.2.2 Adaption factor ....................................................................... 107 
5.4 Limitations of the current study ............................................................................... 107 
5.5 Recommendations for future research ..................................................................... 108 
5.6 Conclusion ............................................................................................................... 109 
 
REFERENCES ..................................................................................................................... 110 
 
APPENDICES ...................................................................................................................... 128 
Appendix A 17 motivators proposed in Guttentag and researchers’ study (2017) ........ 128 
Appendix B. Statistics .................................................................................................... 129 
Appendix C. Correlation matrix .................................................................................... 129 
Appendix D1. Factor correlation matrix （17 motivations） ....................................... 130 
Appendix D2. Scree plot （17 motivations） ............................................................... 130 
Appendix D3. Total variance explained （17 motivations） ....................................... 130 
Appendix E1. Factor correlation matrix （15 motivations） ....................................... 131 
Appendix E2. Scree plot （15 motivations） ............................................................... 131 
Appendix E3. Total variance explained （15 motivations） ........................................ 131 
Appendix F2. Scree plot （14 motivations） ................................................................ 132 
Appendix F3. Total variance explained （14 motivations） ........................................ 132 
Appendix G1 Factor correlation matrix (17 motivations) ............................................. 133 
Appendix G2. Scree plot （17 motivations） ............................................................... 133 
Appendix G3. Total variance explained （17 motivations） ....................................... 133 
Appendix H1. Factor correlation matrix （14 motivations） ....................................... 134 
Appendix H2. Scree plot （14 motivations） ............................................................... 134 
Appendix H3. Total variance explained （14 motivations） ....................................... 134 
Appendix I1. Dendrogram ............................................................................................. 135 
Appendix I2. Final cluster centres ................................................................................. 136 
Appendix I3. AVOVA ................................................................................................... 137 
Appendix J. Statistics ..................................................................................................... 138 
Appendix K1. Factor correlation matrix ........................................................................ 138 
Appendix K2. Total variance explained ........................................................................ 139 
Appendix L. Definitions of the motivational types of values and items used as markers
 ........................................................................................................................................ 139 
Appendix M English questionnaire used for back translation in this study .................. 140 
Appendix N Chinese questionnaire used for data collection in this study .................... 148 
 
 0 
List of Tables 
 
Table 1. Demographic characteristics of respondents ............................................................. 48 
Table 2. Trip characteristics of respondents’ most recent Airbnb stay .................................... 49 
Table 3. Trip characteristics of respondents’ most recent Airbnb stay .................................... 50 
Table 4. Respondents’ Airbnb usage history ........................................................................... 51 
Table 5. Satisfaction and loyalty towards Airbnb .................................................................... 52 
Table 6. Descriptive statistics for the motivations to choose Airbnb ...................................... 54 
Table 7. Pattern Matrix (17 motivations) ................................................................................. 57 
Table 8. Pattern Matrix (15 motivations) ................................................................................. 58 
Table 9. Pattern Matrix (14 motivations) ................................................................................. 60 
Table 10. Pattern Matrix (17 motivations) ............................................................................... 61 
Table 11. Factor analysis of the motivations to choose Airbnb ............................................... 63 
Table 12. The motivation-based cluster solution ..................................................................... 66 
Table 13. Demographic characteristics of the segments .......................................................... 69 
Table 14. Trip characteristics of the segments ......................................................................... 71 
Table 15. Accommodation usage characteristics of the segments ........................................... 72 
Table 16. Airbnb usage history of the segments ...................................................................... 73 
Table 17. Communication channels impacting Airbnb awareness by the segments ............... 74 
Table 18. Segments’ satisfaction with and loyalty towards Airbnb ........................................ 75 
Table 19. Reliability of the ten value domains ........................................................................ 76 
Table 20. Personal value dimension profiles of the segments ................................................. 77 
Table 21. Pearson Chi-square for the personal scales .............................................................. 79 
Table 22. Personal value profiles of the segments (36 items) ................................................. 82 
Table 23. Pearson Chi-square for personal value dimensions ................................................. 84 
Table 24. Communalities ......................................................................................................... 86 
Table 25. Pattern Matrix (16 items) ......................................................................................... 87 
Table 26. Pattern Matrix (13 items) ......................................................................................... 88 







This chapter provides an overview of the thesis which consists of six main sections. First, the 
background of this research is introduced in Section 1.1 to establish the importance of 
examining Airbnb as a new form of P2P accommodation selection in China. Thereafter, this 
study's overall research objectives and related research questions will be presented in Section 
1.2. In Section 1.3, a brief description of the methods used in this study will be given. Next, 
the contributions of this research are proved in both practice and theory in Section 1.4. Finally, 
the outline of this research is given in Section 1.5. 
 
1.1 Research background 
Today, Airbnb has expanded to the point where it affects certain traditional tourist 
accommodations (Zervas et al., 2017). Airbnb is the abbreviation of AirBed and Breakfast 
("Airbnb"), whose Chinese name is "爱彼迎". Airbnb is a service-oriented website and mobile 
phone application that connects travellers who are looking for places to stay and homeowners 
or those who are waiting to rent out. Airbnb can provide users with numerous and different 
accommodation choices and information. The spaces listed include the "entire place" 
(condominium, accommodation etc.) or a "private room" in a residence where the host or other 
guests are also present, or "shared rooms" in suites shared with other travellers (Guttentag, 
2019). Airbnb's diversified inventory also includes some rather exotic and unique 
accommodation (castles, igloos, treehouses, etc.). Airbnb was first founded in August 2008 
and is headquartered in San Francisco, California. Accommodation owners publish lists, 
tourists search for vacation rental information and complete the booking process via the 
Internet or mobile applications. Abstracting the concept of Airbnb, its logic should be leasing 
idle resources to increase the utilization rate of those idle resources, thereby maximizing 
revenue. By June 2018, Airbnb’s community platform provided millions of unique 
accommodation options for travellers in 191 countries and 65,000 cities and could 
accommodate more than 300 million guests in Airbnb’s rooms, whether it was apartments, 





The rise of peer-to-peer short-term rental services, including Airbnb in the sharing economy 
represents a transformative innovation in the travel and accommodation industry (Guttentag et 
al., 2017). The terms "sharing economy", "peer-to-peer (P2P) economy" and "collaborative 
consumption" are all used to describe the underutilized goods and services in this P2P sharing; 
this sharing has completely changed people's production and consumption, interaction and life 
(Wu & Shen, 2018). In P2P sharing, the tourism industry is one of the most profoundly affected 
areas because residents can share houses, cars, travel and meet the needs of tourists. Therefore, 
the sharing economy has changed many aspects of the tourism industry (Lyu et al., 2019). P2P 
accommodation has developed rapidly, and it has also had a significant impact on traditional 
accommodation, tourists and decision-makers around the world (Guttentag, 2019). When it 
comes to P2P hospitality, the basic concept that local residents really welcome is an important 
source of tourist experience satisfaction, which may create value co-creation (Chathoth et al., 
2013). Moreover, as a new entrant to the hospitality industry, academic research for P2P 
accommodations is limited as researchers have paid less attention to the tourists' experiences 
(Cheng & Zhang, 2019), especially in the booming Chinese P2P market (Lyu et al., 2019). 
 
Compared with Airbnb's development in Western countries (such as the United States), the 
adoption of P2P residences in China is relatively late (Cheng & Zhang, 2019). The first P2P 
accommodation platform to enter the Chinese market was not Airbnb but Airizu, which was 
founded in Beijing in 2011. Unfortunately, it failed for two main reasons: the mismatch 
between the Western P2P accommodation model and the unique Chinese market, and it is 
difficult for people in the Chinese market to build trust. In fact, China's domestic P2P 
accommodation market has only achieved significant growth in recent years which is 
considered relatively late but leading to intensified competition between foreign and local P2P 
accommodation platforms (Zhang et al., 2020). In August 2015, Airbnb officially entered 
China. With the vigorous development of domestic tourism in China and more and more 
Chinese outbound tourists using P2P accommodation, as of the end of July 2017, a total of 8.6 
million travellers from China have used Airbnb services in foreign destinations, and half of 
Airbnb users in Asia are Chinese (Wu & Shen, 2018). China's domestic travel is also very 
active. By the end of 2017, the number of rooms available for rent on China's Airbnb reached 
150,000, which is twice the number in 2016 (Wu & Shen, 2018). While Airbnb is considered 
relatively new, minimal research has investigated the Chinese customers' P2P experience (Lyu 




1.2 Research objectives and questions 
This study is a replication-extension study of Guttentag and fellow researchers' study in 2017. 
Guttentag et al. (2017) stated in their research that minimal research had studied the important 
question of why tourists use Airbnb. Furthermore, the Airbnb market is particularly suitable 
for market segments, rather than the homogeneous group portrayed by existing research. 
Therefore, Guttentag and fellow researchers' study investigated tourists' motivation for using 
Airbnb accommodation and segmented them accordingly. In their study, the respondents were 
mainly from the western culture background in all age groups. Guttentag et al. (2017) examined 
17 motivators (Appendix A) in total and suggested that further research should expand with 
additional items and test the generalizability of the findings. 
 
As a replication-extension study of the previous research, the overall aim of this thesis was to 
examine the 17 motivators of choosing Airbnb proposed in Guttentag and fellow researchers' 
study in order to compare the motivators in the Chinese context, and subsequently segment 
them accordingly. The thesis also investigated the level of the importance of personal value 
items affecting consumers' thoughts and behaviour while choosing Airbnb and studied the 
value profiles of segmented consumers. 
 
Compared with the previous study of Guttentag and other colleagues, where the respondents 
were mainly from Canada and the USA in all age groups, this study focuses on a group of 
young travellers aged from 18 to 29, and particularly in the Chinese context. This is mainly 
due to the nature of the Chinese market and youth tourism, which cannot be ignored as there 
are more than 400 million Chinese millennials who can drive business and consumer trends. 
Although Airbnb's entry to China was quite late - in 2015, the significance of Airbnb's influence 
on Chinese tourists and the Chinese market in influencing initial Airbnb use is noteworthy.  
 
Furthermore, this research also involves the influence of personal values on young Chinese 
Airbnb users' choice, which was not applied in previous studies. Existing Airbnb research is 
mainly based on the Western market because Airbnb was founded in the United States. Airbnb 
is relatively new, especially in the Chinese market where it is growing rapidly, but it is not yet 
widely used. Therefore, it is important to investigate the Airbnb motivation of Chinese tourists, 
especially young Chinese tourists. As the largest consumer group, the long history, vast area, 
and ethnic diversity of China have caused differences in individual personal values, which are 
closely associated with tourism behaviours which include tourists' motivation, activity 
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preferences and decision-making process (Lin & Fu, 2017; Mehmetoglu et al., 2010). The 
focus on motivation is mainly to emphasize the reasons why guests choose Airbnb while 
ignoring the potential weaknesses that Airbnb guests may be willing to endure. 
 
In particular, to frame this research, the following research questions were raised:  
1. What motivations attract young Chinese travellers to choose Airbnb?  
2. What are the segments of young Chinese travellers regarding the motivations of using 
Airbnb? 
3. What are the value profiles of young Chinese Airbnb users? 
 
To be specific, the first research question aims to study the motivation of guests choosing 
Airbnb in the Chinese context. The second research question aims to investigate the motivation 
based on Airbnb user groups. The third research question focuses on investigating the personal 
values of young Chinese travellers and segmenting users accordingly. 
 
1.3 Research methods 
As a replication-extension of a prior study by Guttentag and other colleagues (2017), this study 
adopted a similar methodology to the original study but involved a different cultural context. 
This paper is guided by Guttentag and other colleagues' research, using a quantitative 
methodology based on the positivism research philosophy. The online questionnaire was 
created using two survey service websites - Qualtrics and Wenjuanxing and spread via various 
social media platforms. Respondents were recruited online, starting with the researcher's social 
circle. The questionnaire used was developed containing four sections, which are Airbnb 
motivations, personal value scales, Airbnb usage experiences and demographics. The survey 
instruments of seventeen Airbnb motivators were managed to adopt Guttentag and fellow 
researchers' study in 2017. The Six-Likert scale was supported by several studies (Chang, 1994; 
Lozano et al., 2008). The personal value scale was developed using Schwartz's personal value 
scale of 1992, and the Likert scales used nine response categories. Additionally, multiple 
choice and short answers related to Airbnb usage experience and demographics were employed 
(See Appendix M). 
 
1.4 Research contributions 





From the practical perspective, a better understanding of why tourists choose Airbnb and the 
recognition of the different motivation-based market segments that make up the Airbnb market 
are valuable to various travel participants and stakeholders, particularly in the Chinese market. 
As the country with the largest population in the world, the Chinese market is undoubtedly 
vital to the development of all industries. For example, in 2016, mainland China made 4.44 
billion domestic trips and 122 million outbound trips, increasing at an annual rate of 11.0% 
and 4.3%, respectively (China Tourism Association [CTA], 2017). Dolnicar (2008) pointed 
out that market segmentation is essentially a strategic tool that can provide a competitive 
advantage by guiding marketing practices. The market segment introduced by this research is 
Airbnb. Only by clearly understanding why young Chinese travellers choose Airbnb, the 
Airbnb team, especially the Chinese team, can make wise decisions like targeting more 
accurately and promoting Airbnb users in the best and most effective way. In particular, this 
research adopted the developed Schwartz's value scale to study young Chinese travellers' 
personal values and the influence of these values on the choice of travel accommodation. These 
findings are useful for destination marketing agencies, local landlords and other related travel 
entities. Furthermore, Airbnb's expected performance in various attributes provides essential 
insights for potential customers to understand Airbnb's advantages and disadvantages. This 
will help Airbnb expand its influence and popularity among young Chinese tourists. The 
process of this research coincided with the period of the COVID-19 epidemic, and the tourism 
industry across China and the world was significantly affected by the epidemic. The results of 
this research can help Airbnb's Chinese marketing team to more accurately target Chinese 
tourists, especially young Chinese tourists, with increasing spending power, thereby playing 
an influential Airbnb marketing role. 
 
In addition to practical contributions, this study also provides theoretical contributions. Airbnb 
can represent part of the sharing economy, so this research helps prove the potential existence 
of different motivation-based market segments in the sharing economy (Guttentag et al., 2017). 
Consequently, this study also contributes to the understanding of the influence of the sharing 
economy on the hospitality industry, as there has been widespread recognition of the arrival of 
the sharing economy and its impact on hotels, travel and tourism services (Guttentag, 2015; 
Heo, 2019; Tussyadiah et al., 2016). Also, in line with Guttentag and fellow researchers' study, 
this research helps to understand the development trend of the tourism industry. In particular, 
this study focuses on the P2P accommodation choice of young Chinese travellers. On the one 
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hand, it is expected that by 2022, Millennials and Generation Z will account for more than 75% 
of the leading consumer population and will continue to shape the travel industry (Airbnb, 
2019). Millennials pay more attention to travel and look for travel experiences that are different 
from those of other generations, which will enormously enhance Airbnb's popularity in China. 
On the other hand, there is limited research on behaviours and profiles of Chinese 'Airbnb 
tourists' (Volgger et al., 2019). In sum, this study contributes to a closer investigation of the 
profile of young Chinese travellers, as well as the motivations of using peer-to-peer 
accommodation. 
 
1.5 Research structures 
Chapter one lays the foundation for this research by providing research background 
information and arguments, research goals and problems, an overview of research methods, 
and the contributions of this research.  
 
In the second chapter, a detailed study of relevant literature on Airbnb, young Chinese 
travellers and personal values is carried out to provide a theoretical basis for the research. The 
relevant literature summaries, hypotheses and conceptual frameworks of this study will be used 
throughout the study. 
 
Chapter Three provides a detailed discussion of the research methodology used to examine the 
study's research objectives. The guiding research philosophy, research approach, and research 
methodology are addressed. Following this, research design, data collection, variable measures 
and analysis methods are outlined. 
 
Chapter Four presents the interpretation of data and the results of the data analysis to test the 
research questions developed in Chapter Two. Through appropriate cluster analysis and factor 
analysis, relevant judgments are made on the research questions raised in this study. Meanwhile, 
relevant data analysis and operational inspection were carried out to check the applicability of 
the data. As a replication-extension study, the above discussion of the data collected in this 
study will be compared with the conclusions obtained by Guttentag and other colleagues. 
 
Chapter Five concludes the thesis by discussing the results obtained in Chapter Four in detail. 
In particular, it introduces the research results, the testing results of each hypothesis, 
 
 7 
contributions to both theory and practice, as well as the limitations for the current study and 
the recommendations for future research. 
 
1.6 Summary 
In sum, this chapter opens the discussion by presenting the foundations of this research. First, 
the background to the research was introduced, followed by research objectives and questions. 
Next, the justification of adopted research methods and the contributions of the current research 







This chapter provides a detailed review of Chinese consumers and tourism actuality in Section 
2.2. Subsequently, peer-to-peer accommodation related issues are discussed in detail in Section 
2.3. Features of young travellers, specifically, are considered in Section 2.4. Ultimately, a 
summary of the extant Guttentag and fellow researchers’ literature in the research streams of 
motivation-based marketing segmentation and hypotheses development, is presented in 
Section 2.5. 
 
2.2. Chinese consumers & tourism 
In the past 40 years, China’s tourism industry has been growing rapidly, including domestic, 
inbound and outbound tourism (Bao et al., 2018). With the Chinese economy's significant 
progress, since the “reform and opening up” policy was adopted in 1978, China’s international 
tourism industry has developed in haste, and domestic tourism has also achieved similar growth 
(Yang et al., 2014). In 2016, there were 4.44 billion domestic trips and 122 million outbound 
trips in Mainland China, increasing at an annual rate of 11.0% and 4.3%, respectively (China 
Institute of Tourism [CTA], 2017).  
 
2.2.1 Outbound tourism 
Initially, in 1983, the Chinese government launched the Approved Destination Identity (ADS) 
program, which eased restrictions on the outbound tourism market. The beginning of China's 
outbound tourism started when the Guangdong Provincial Travel Agency began to organize 
tour groups for Guangdong residents to visit relatives and friends in Hong Kong and Macau 
(Huang et al., 2015). China's opening-up policy and rapid economic development have led to 
the positive development of outbound tourism, which helped China become the world's largest 
outbound tourism market in 2012 (CTA, 2013). By 2016, the number of Chinese outbound 
tourists reached 122 million, and China's outbound tourism expenditure also increased to 109.8 
billion US dollars (Figure 2.1). In contrast, outbound tourism also impacts the form of the 
economy (Kim et al., 2007). With the boost of China's outbound tourism, Chinese overseas 
tourism-related investments have also risen (Xu et al., 2018). For example, under the 
encouragement of the "going out" policy and the stimulation of the outbound tourism market, 
various Chinese tourism companies, such as traditional accommodation operators, travel 
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agencies, and tourism-related companies, have been increasing investment in China's major 
outbound tourism destinations (Li et al., 2013). In sum, because of the large number of Chinese 
tourists, many countries are promoting tourism products and services for Chinese tourists in 
order to gain economic advantages (Xu et al., 2018). 
 
 
Figure 2.1. Number of Chinese outbound tourists from 1993 to 2016 (unit: 10,000). 
Source: (CTA, 2017). 
 
Chinese tourists are becoming more and more experienced in outbound travel. They are also 
more tech-savvy than before because, among various emerging issues, the latest technology 
has had a significant impact on China's outbound tourism market (Huang et al., 2015). On the 
other hand, even if China's outbound tourism business embodies China's strong image and also 
contributes to economic growth, the existence of cultural conflicts still cannot be ignored (Xu 
et al., 2018). In the tourism context, cultural conflicts can be embodied in interactions with 
locals, language barriers, living habits, and so on. In fact, most tourism practitioners from 
Western cultures find it very challenging to receive visitors and provide related services to 
tourists who lack familiar cultural backgrounds (Huang et al., 2015). 
 
Moreover, early Chinese outbound tourism's research direction mainly lies in market analysis 
(Zhou et al., 1998). It was not until the late 90s that researchers gradually began to learn the 
behaviour and motivations of travellers (Hsu & Huang, 2009). Seventy-two articles (28%) out 
of 257 articles published between 1979 and 2015 indicate that the topic of "tourist consumption 
behaviour" is the most studied topic in the international field of China's tourism research (Bao 
et al., 2018). In this research, Chinese tourists' motivations of choosing P2P accommodation 




2.2.2 Domestic tourism 
Studies have shown that in the past ten years, China's domestic tourism has received little 
attention, because the rapid economic growth at that time contributed to the improvement of 
the living conditions of Chinese citizens and the growth of income, thereby promoting domestic 
travel (Yang et al., 2014). For a long time, China's international travel business has been 
strongly supported to meet international supply and demand levels, but from the government's 
point of view, the domestic travel business has rarely been supported or coordinated (Wang & 
Qu, 2004).  
 
Many factors affect the entry of local Chinese tourists into the domestic market. Many 
researchers believe that income is the most important factor in determining domestic tourism 
demand, which is consistent with the statement that family tourism is a product (Yang et al., 
2014). Many studies have also proved this view. An empirical study by Gu and Liu (2004) 
studied the relationship between domestic tourism demand and household income, resulting in 
the finding that income is an important determining factor of China's domestic tourism demand. 
Wang (2010) analyzes the situation of domestic tourists coming to Hong Kong and also shows 
that income is an important factor. Studies have shown that people with higher income levels 
enjoy greater happiness and are more likely to take part in various tourism activities (Easterlin, 
2001). In short, people who have a positive attitude towards life are more likely to engage in 
domestic tourism because these activities can increase people's happiness and satisfaction. 
 
In this study, the subjects were identified as young people in China, ranging in age from 18 to 
29. For these school students or newcomers who have just entered the workforce, their income 
levels relative to other tourists are very different. Accordingly, by investigating the 
accommodation methods adopted by young Chinese travellers when travelling within China, 
as well as the travel activities and travel status tourists participate in, combined with the 
personal values of young travellers, the usage of peer to peer accommodation when young 
Chinese travellers engage in domestic travel and international travel is studied. 
 
2.2.3 Chinese culture and influence on tourism choice 
Although many people recognize and continue to explore the relationship between Chinese 
cultural values and consumer behaviour, most people still view culture as a static result, and 
few people can systematically realize what Chinese traditional values are, which prevail in 
contemporary China, what are the cultural values of China and how they affect consumer 
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behaviour in China (Hsu & Huang, 2016). Nevertheless, the culture will develop, and the 
emergence and development of culture will continue to change. The importance of cultural 
values not only affects the way people communicate but also reflects cultural differences. Thus, 
in order to understand a culture, the traditions of a culture and its latest development must be 
recognized. For example, due to the impact of globalization and China's economic and social 
transformation, China's cultural values are constantly changing (Hsu & Huang, 2016). 
 
With the development of the sharing economy, more and more literature is devoted to studying 
the sharing economy and its representative service – Airbnb – but there are still gaps in the 
research on consumer preference trends and culture (Brochado et al., 2017). According to the 
research of Saarinen (2006), culture is based on an indispensable part of the local sustainable 
tourism tradition (Twining-Ward & Butler, 2002), and creates "authentic" travel experience 
through local products. Many researchers have studied the influence of culture in the tourism 
environment. To illustrate, many researchers (e.g. Reisinger & Turner, 2002; Reisinger & 
Crotts, 2010) believed that cultural factors affect travel motivation and behaviour; de Mooij 
and Hofstede (2002) pointed out that culture is considered to be the main factor affecting 
customer experience and purchasing decisions. Though China is one of the largest markets for 
P2P accommodation, the existing literature on P2P accommodation experience is very sparse, 
most of which is still mainly based on Western cultural scenes (Lyu et al., 2019). Therefore, it 
is necessary to investigate the Chinese market to understand whether customers' views on P2P 
accommodation are different from Westerners’. 
 
The connection between cultural value and the use of a value survey has been widely admitted 
in the fields of psychology, anthropology, sociology, and marketing (Chan & Rossiter, 1997). 
As the world enters a new era, it is believed that Eastern oriental culture (and its increasing 
influence on human behaviour) plays an essential role in all aspects of human life. Apparently, 
people living in different countries have different cultures, regulations and customs, which lead 
to different values, communication styles and consumer behaviours (Fu & Wu, 2010; Gao & 
Kim, 2009; Wu et al., 2012). The modern marketing theory also agrees with this: the 
differences in cultural values in different regions will lead to differences in tourist behaviour 
and affect the development of tourism at all levels (Hsu & Huang, 2016). To illustrate, the 
differences between East and West are usually evaluated according to their cultural background 
and values. Generally, people living in countries with higher context cultures (such as China) 
are more inclined to relationships, contemplation and collectivism. Specifically, in China, 
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Confucianism has influenced the behaviour of Chinese people for three thousand years. From 
a more detailed perspective, even if people come from the same region, the cultural values of 
each individual will be affected to varying degrees by the growth process, resulting in 
behaviour differences (Hsu & Huang, 2016). In other words, although individuals with the 
same cultural background are more likely to obtain similar values in the process of socialization, 
the value is unique to the individual (Watkins, 2010). Fischer and Poortinga (2012) have 
suggested that future research can use individual-level value types at the individual and overall 
levels (for example, Schwartz's, 1992, 10 value types or four value dimensions). Such value 
types and dimensions will also be reflected in this research. After all, individuals have opinions, 
make decisions, and take actions, but cultural subjects do not, so the distinctions in personal 
values are more significant than cultural differences (Fischer & Poortinga, 2012). 
 
In this case, from a cultural point of view, it should be recognized that China has different 
subcultural regions and groups. 92% of the population is composed of "Han" (汉族), while the 
remaining 8% of the diverse "minority" (少数民族) cultures usually retain a unique value 
system but are also influenced by the dominant culture to varying degrees (Weaver et al., 2020). 
Simply put, the different ethnic distribution in China has affected the value system of the 
Chinese. On the other hand, two interrelated but completely different Chinese cultural customs, 
called "mianzi" (面子) and "guanxi" (关系) respectively, also greatly influence the behaviour 
of Chinese people (Cheung et al., 2009; Lin et al., 2013). Mianzi refers to the desire to obtain 
and maintain a good self-image in front of the public, while guanxi refers to "a special type of 
interpersonal or social relationship based on mutual interests and interests, through which the 
obligation to exchange linking partners and benefits" (Chen et al., 2011, p. 569). What has to 
be explained is that under the influence of Confucianism, the Chinese people obtain mianzi 
while ensuring that they establish and maintain guanxi (Leung & Chan, 2003). To demonstrate, 
if people can gain mianzi in the exchange process, both parties can benefit from a positive 
relationship; conversely, if a party's mianzi is threatened during the exchange process (such as 
being ridiculed, ignored or rejected), then there may be a negative relationship between the two 
parties (Hwang, 1987). 
 
So far, tourism research has not yet fully described the role of culture and tradition in the 
encounter between guests and hosts (Cheng, 2016). Especially, existing research has failed to 
address how Airbnb receives and handles the problems arising from encounters with tourists 
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from different cultural backgrounds (Xiang & Dolnicar, 2017). Although traditional Chinese 
values play a vital role in the accommodation experience of modern Chinese guests, it is not 
clear to what extent these values have influenced the P2P accommodation experience of 
Chinese guests (Sun et al., 2015; Wang et al., 2008). 
 
2.2.3.1 Personal values in tourism 
Authors of different periods have defined values. Malinowski (1961, p.138) referred to value 
as the "strong and inevitable attachment of the organism to certain objectives, norms or persons 
who are instrumental to the satisfaction of the organism's needs." Rokeach (1973) defined value 
as "an enduring belief that a specific mode of conduct or end-state of existence is personally or 
socially preferable to an opposite or converse mode of conduct or end-state of existence."; 
Schwartz and Bilsky (1987) referred to values as "cognitive representations of universal human 
requirements, which include biological needs, social interactional requirements, and 
institutional social demands on the individual". Rokeach (1973) believed that because values 
determine attitudes, values may be more useful than attitudes in understanding motivation and 
behaviour. Cavagnaro and Staffieri (2015) also supported that values are formed early in life, 
cover a wide range of personalities and orientations, and are considered more stable than other 
factors that affect behaviour.  
 
Generally speaking, values have a profound impact on consumer behaviour. Consumer 
behaviour is actually a behaviour that directly reflects people's needs, desires, and material and 
spiritual benefits. For decades, it has been widely believed that personal values are the 
behavioural basis that determines consumer behaviour (Doran, 2009; Durvasula et al., 2011). 
Some consumer behaviour literature has recognized the connection between values and 
motivations (e.g. To et al., 2007; Zanoli & Naspetti, 2002). Hence, understanding the value 
and characteristics of consumers helps enterprises better meet their needs. In the tourism 
industry, cultural value is widely regarded by marketing theorists as one of the fundamental 
determinants of consumer behaviour in the tourism industry (Fu et al., 2012).  
 
Although it has been proved that value is a reliable predictor of consumer behaviour and 
motivation, few scholars have studied the relationship between value and tourist behaviour 
before (McCleary & Choi, 1999; Sharpley, 1999). Pizam and Calantone (1987) took the lead 
to genuinely study visitor behaviour related to personal value. In their research, they analyzed 
the impact of value on the behaviour of their research subjects (undergraduate students), 
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including suggesting the use of value to predict their behaviour. Until the last two decades, 
personal value research has undoubtedly been used to examine all aspects of tourist behaviour, 
including the purchase of tourism products and services, related consumption or experience, 
and the personal value that constitutes tourist behaviour (Chon et al., 2000; Hede et al., 2004; 
Li & Cai, 2011; Webster & Rennie, 2011). 
 
Personal values are related to cultural values and are consistent with or deviate from universal 
norms. Personal values are transcendent motivational life goals and guiding principles in 
people's lives (Rokeach, 1973; Schwartz, 1992). In the tourism environment, personal value is 
closely related to tourism behaviour, including tourists' motivation, activity preference and 
decision-making process (Mehmetoglu et al., 2010; Lin & Fu, 2016). From the perspective of 
the theoretical application, firstly comparing the explanatory power of each individual value 
component to tourism behaviour has theoretical significance. Secondly, personal values 
provide a powerful explanation for travel behaviour because people with different personal 
values will also show different travel behaviour patterns. (Mehmetoglu et al., 2010). Other 
empirical studies conducted by Ekinci and Chen (2002) and Madrigal (1995) in tourism 
research have also confirmed the above implications. Therefore, studying the relationship 
between personal values and travel behaviour can provide academics and practitioners with 
valuable information. 
 
However, choosing personal values to study consumer behaviour is relatively problematic. One 
of the problems is that self-reported values are the subjective product of the psychological 
construction process and are subject to various prejudices and errors (Peng et al., 1997). These 
potential biases include cultural differences in the social comparison of meaning construction 
and value judgments. For example, people often make judgments based on values related to 
the beliefs of others, that is, their responses are relative, or what people lack or think they lack 
(Peng et al. 1997). However, survey methods that do not allow simple clarification of these 
issues are particularly vulnerable to these biases (Watkins, 2010). Some quantitative studies 
conducted by Li and Cai (2011) and Reisinger and Turner (1998) usually use survey research, 
and a series of valuable items are used in the questionnaire for the respondents to choose. This 
study will draw on previous research and ask respondents to rate the importance of value items, 
in order to study the personal values of young Chinese Airbnb users and whether personal 




2.2.3.1.1 Chinese personal values 
China's tourism industry is one of the fastest-growing industries contributing to the national 
economy; besides, China's tourism industry is an important source of global income growth 
(Jiang et al., 2018). The maturity of the Chinese tourism market has led to increasingly 
diversified behaviours and preferences of tourists. At the same time, the cultural value rooted 
in people's hearts is relatively stable because Chinese cultural value has been explored as a 
relatively long-term factor. Values can influence motivations in the tourism environment and 
play a vital role in decision-making and tourism behaviour. Therefore, in order to better 
understand Chinese tourists and their behaviour, it is necessary to have a thorough 
understanding of the cultural value of Chinese people (Hsu & Huang, 2016). Moreover, 
theories that have been developed and widely recognized in the Western context need to be 
verified in the Eastern cultural context (Schwartz & Bilsky, 1990). 
 
Chinese tourists have three important values. The first and most important value is self-
enhancement (Jiang et al., 2018). A study of the personal value of Chinese tourists and its 
influence on tourists' motivation (Li & Cai, 2011) found that Chinese tourists with external 
value have a direct influence on self-enhancing motivation and exciting experiences. In the 
value of Chinese culture, travel is a process of increasing experience, learning knowledge, 
understanding the customs and culture of the destination, interacting with celebrities, searching 
for unknown things in the world and enhancing themselves. Secondly, a beautiful, relaxing, 
and healthy natural environment also has a strong appeal, and this environment is seen as 
nurturing the soul (Jiang et al., 2018). The 'healthy' here means being healthy, both physically 
and mentally. They hope that their travel is driven by the need to enjoy or experience pleasure 
and to have a pleasant life experience. Third, Chinese travellers emphasize harmonious or 
interactive relationships during travel (Jin et al., 2009). Tour operators can enhance the feeling 
of being at home and create happy and good memories to share with friends, family and 
relatives. However, the above conclusions do not address any subdivision of age groups, and 
the values cherished by different age groups. So, in this study, the focus is to investigate the 
personal value of young Chinese tourists. 
 
2.2.3.1.2 Schwartz's value scale & Chinese consumers 
In marketing research, values are typically assessed through various value surveys and scales 
such as Rokeach's (1973) Value Survey (RVS), Schwartz's (1992) Value Survey (SVS), Value 
and Lifestyle Survey (1983) and the List of Values (LOV, 1993). Among the many theoretical 
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frameworks of values, Schwartz's theory of values is gradually being confirmed and accepted 
by the academic community for its comprehensiveness. Schwartz (1992) believed and made 
important contributions that when studying people's attitudes and behaviours, it is important to 
understand value as a system rather than individual values because most choices compare at 
least two values. Schwartz's (1992) model could also show that although individuals place 
different emphasis on different values, their value structure reflects the conflicts indicated by 
value compatibility and quasi-circular structure. People have established this structure to 
explain the interrelationship between his ten nearly universal values based on conflicting 
motivations and compatibility (Schwartz, 1992). The ten values are self-direction, stimulation, 
hedonism, achievement, power, safety, obedience, tradition, kindness, and universalism 
(Schwartz, 1992). 
 
In addition to determining the ten basic value dimensions, Schwartz's theory also clarified the 
structure of the dynamic relationship between them. One of the foundations of value structure 
is to find that the result of any value conflicts with some values but is consistent with other 
values (Schwartz, 1992). For example, the pursuit of achievement value often conflicts with 
the pursuit of charity. More specifically, a person who is more concerned about achievement 
may also value the motivation of power rather than kindness and universalism (Lee et al., 2011; 
Schwartz, 2012). Schwartz (1992) also believed that observing whether there is a limited 
hierarchy of personal values will reflect the compatibility and conflict of values in society, 
which will be beneficial. In addition, Schwartz (1994) found evidence of a universal value 
system that draws value on two axes. The circular structure in Figure 2 describes the overall 
pattern of conflicts and consistency between ten close to shared values. As shown in the figure, 
one dimension compares the values of "openness of change" and "conservation"; the second 
dimension is the comparison between the values of "self-enhancement" and "self-




Figure 2.2 The theoretical model of relations among ten motivational types of value 
(Schwartz, 2012) 
 
According to many researchers (Chung & Heung, 2007; Hede et al., 2004), the Schwartz Value 
Survey (SVS) is currently the most widely used scale in the field of individual value differences 
in social science and cross-cultural psychology. Many studies conducted in more than 50 
countries/regions have confirmed the quasi-circular structure (Schwartz, 1992, 1994; Schwartz 
& Sagiv, 1995). Marketing research primarily attempts to explain customer preferences and 
behaviours based on the different importance of value and attempts to directly compare 
between different cultures (Watkins, 2010). Therefore, in this case, the Schwartz value scale 
will be chosen to study the Chinese context. 
 
The instrument for measuring values developed based on this theory is called the Schwartz 
value survey (SVS; Schwartz, 1992). SVS contains two value item lists: the first list contains 
30 items, describing the possible final state of personal values in noun form; the second list 
contains 26 or 27 items, describing possible expected ways of personal values in adjective form. 
Each item in the list expresses one aspect of the value motivation goal, and the meaning of 
each item is further clarified with explanatory phrases in parentheses at the end of the item 
(Schwartz, 1992) (seen in Section 2, Appendix M). The Schwartz Value Scale requires 
respondents to rate the importance of 56 items "as a guideline for my life" on a 9-point scale 
marked 7 (supremely important), 6 (very important), 5, 4 (unlabeled), 3 (important), 2, 1 
(unlabeled), 0 (not important), -1 (opposed to my values). The scores for each value's 
importance are the average rating given to items designated a priori as markers of that value 
(Schwartz, 2012).  
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2.3. Peer-to-Peer accommodation models 
Peer-to-peer (P2P) accommodation could be understood as "regular people, who are distinct 
from typical business entities, to offer hospitality (by renting out their spare bedrooms or 
unoccupied properties) to their peers (i.e., tourists)" (Tussyadiah, 2016, p. 70.). The popularity 
of P2P accommodation has dramatically affected the traditional accommodation industry and 
has attracted widespread attention from practitioners and academics worldwide (Cheng & Jin, 
2019). In the context of the sharing economy, the rapid development of P2P accommodation 
has led to the emergence of platforms such as Airbnb, which have changed people's demands 
and the way companies create value propositions (Guttentag, 2015). This has had a significant 
impact on traditional accommodations, tourists and decision-makers around the world 
(Guttentag, 2019). 
 
With the rapid growth of collaborative consumer activities in the sharing economy environment, 
there is an increasing need for research to strengthen understanding of the transformative 
capabilities of these novel platforms (including Airbnb) (Yannopoulou et al., 2013). Belk (2014) 
believed that the practice of collaborative consumption is actually the redistribution of various 
forms of resources between individuals, which is regarded as an alternative consumption model 
that provides value at a lower cost (Lamberton & Rose, 2012). Value for money could be the 
reason why travellers use P2P accommodation as a low-cost alternative to hotels during their 
travels. Similarly, Balck and Cracau (2015) believed that cost reduction is the main reason why 
consumers choose P2P accommodation instead of traditional hotels. In addition, shared 
accommodation also provides convenience for tourists, which is much cheaper than staying in 
hotels, and is to experience more the "home" feeling of talking, chatting and helping each other. 
 
The basic concept that local residents really prefer P2P hospitality is actually an important 
source of tourists' satisfaction with the experience, which may create common value (Chathoth 
et al., 2013; Cova et al., 2011). Airbnb provides a unique value proposition because it not only 
promotes the direct connection between guests and the host but also provides tangible resources 
such as the host's residence and local environment (integration) (Guttentag, 2015), laying the 
foundation for subsequent value co-creation (Tussyadiah & Pesonen, 2016). On the other hand, 
in addition to providing convenience for travellers, P2P accommodation also has a positive 
impact on local landlords, local settlements and tourist destinations (such as increasing income 
and improving the economy), it is also believed to induce travel and change travel behaviours 
(Tussyadiah & Pesonen, 2016). In short, P2P accommodation has a positive impact on local 
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tourism revenue, urban vitality and the business environment. The development of shared 
accommodation can also promote the development of local tourism, increase the economic 
aggregate of the city, and enhance the attractiveness of the city. 
 
2.3.1 Co-creation of value in tourism 
Co-creation is identified as substantial, symbolic, collaborative, and concurrent, similar to a 
peer-like process of creating new value (Galvagno & Dalli, 2014), which allows companies 
and customers to create value through interaction (Vargo & Lusch, 2008). Among all 
theoretical perspectives and viewpoints of co-creation that are strictly related to each other, the 
service science viewpoint is dominant (Galvagno & Dalli, 2014). From the perspective of 
service science, companies should not only focus on products but should consider the benefits 
generated by the products (activities or services) they provide through collaboration with 
customers (Vargo & Lusch., 2004). From another perspective of innovation and technology 
management, technology platforms usually mediate the interaction between customers and 
companies, thereby bringing innovation to provide customers with better services (Galvagno 
& Dalli, 2014). In addition, from the perspective of marketing and consumer research, if 
consumers are fully considered and their expectations for participation and authorization are 
met, it will also bring innovation and provide better services to customers (Galvagno & Dalli, 
2014). From the cultural perspective of consumer research, co-creation can also be regarded as 
"consumption" in this highly symbolic cultural event, where consumers give products and 
services a subjective meaning. In this case, consumers and companies have the responsibility 
to create the value of products and services in the market, and the symbolic and cultural 
significance of consumers' co-creation is what attracts them (Arnould & Thompson, 2005). 
 
However, in the context of the sharing economy, the understanding of consumer-centred 
experience and value creation deserves further consideration, especially the practice of value 
creation which is still in the stage of insufficient research (Jeannette & Barbara, 2017). Most 
of the research in the field of experience and value co-creation is investigating the relationship 
between suppliers and customers (Chathoth et al., 2016), while fewer studies are devoted to 
customer-to-host and customer-to-customer relationships (Rihova et al., 2014; Smaliukiene et 
al., 2015). In short, there are still gaps in the dimensions of co-creation in the tourism and 
hospitality industry, in the way of understanding experience and value, created in collaborative 




In fact, people have generally recognized the advent of Airbnb and its impact on hospitality, 
travel and tourism services (Guttentag, 2015). Since its establishment in August 2008, Airbnb 
has become a platform that can disrupt the global hotel industry (Johnson & Neuhofer, 2017), 
because Airbnb not only symbolizes traditional space sharing (Barnes & Mattsson, 2016) but 
also promotes the sharing of "local social places" (Tussyadiah & Pesonen, 2016). This means 
that it is not only a traditional medium for conveying hotel products (Katz, 2015), but also a 
stage for social and cultural exchanges. Simply put, compared with the traditional 
accommodation industry, Airbnb provides a window closer to the local community. Although 
research on value co-creation of experience has received extensive attention in recent tourism 
and hotel industry research (e.g. Chathoth et al., 2013; Chathoth et al., 2014; Chathoth et al., 
2016), there are still gaps in creating experience and value in the collaborative market (Airbnb) 
and the broader sharing economy (Yannopoulou et al., 2013). Airbnb has a unique value 
proposition because it not only promotes direct contact between Airbnb users and hosts but 
also provides additional physical and operational resources (such as the host’s accommodation 
and the local environment), which form the basis for subsequent value co-creation (Tussyadiah 
& Pesonen, 2016). 
 
2.3.2 Importance and acceptance of the sharing economy  
Tourism is one of the industries most affected in P2P sharing because local residents can share 
houses, cars, tourism and catering with tourists (Lyu et al., 2019). The core of the sharing 
economy represents an online market operated by an entity that encourages buyers and sellers 
to trade between a large number of resources, such as available accommodation or 
transportation (Tussyadiah & Pesonen, 2016). This way of obtaining surplus products is also 
known as "collaborative consumption" (Belk, 2014; Cheng, 2016), and also known as the P2P 
economy (Botsman & Rogers, 2010). Consumers' demand for sharing platforms is not just for 
the product itself but has become an ideal choice for people seeking different things (Glover, 
2010; Guttentag, 2015). As a representative of the sharing economy, Airbnb's core philosophy 
is to create value through "mutually beneficial relationships" (Vargo et al., 2008, p.146). 
However, this emerging business model has received little attention from tourism researchers 
(Heo, 2016). In a broader sharing environment, compared with customers of traditional travel 
services, the user evaluation of P2P sharing services and the way in which customers perceive 





2.3.3 Peer-to-Peer accommodation and Chinese tourists 
As a new entrant in the hotel industry, the research on the background factors of P2P 
accommodation is minimal, and there is almost no research on the booming P2P market in 
China (Lyu et al., 2019). Compared with the development of P2P accommodation in Western 
countries (such as Airbnb in the United States), travellers in China have adopted P2P 
accommodation relatively late (Cheng & Zhang, 2019). In China, the earliest P2P 
accommodation platform can be traced back to 2011, when one of the earliest P2P 
accommodation platforms Airizu (爱日租) entered the Chinese market (Huang et al., 2019). 
However, Airizu was officially closed in 2013 due to the mismatch between the Western P2P 
accommodation model and the unique Chinese market. Airizu's failure also showed that the 
Chinese market faced many challenges. 
 
Compared with Western markets, the acceptance of P2P by Chinese tourists remains to be 
studied, because the safety issues of China's P2P accommodation market are more concerned. 
One of the reasons is the imperfection of China's personal credit system as China has not yet 
established a complete personal credit reporting system to promote trust among strangers in 
the market (Huang et al., 2019). The distrust of strangers has brought enormous challenges for 
Chinese people to actively participate in P2P accommodation (China National Information 
Center, 2018).  Another reason may be the collective nature of Chinese culture. The Chinese 
adhere to the orientation of horizontal collectivism, focusing on peer relations, social relations 
and equal social relations (Wang & Lu, 2017). In the P2P accommodation environment, 
Chinese tourists pay more attention to social activities with local communities and other guests, 
although trust has been confirmed to be the most critical stimulus for Chinese users' intent to 
share accommodation (Wu et al., 2017). Although China's P2P accommodation development 
started late, only in the past ten years, China's domestic P2P accommodation market has 
achieved significant growth in recent years, resulting in a significant increase in competition 
between local and foreign P2P accommodation platforms in the Chinese market (Zhang et al., 
2020). 
 
Nowadays, more and more Chinese outbound tourists use P2P accommodation providers, such 
as Airbnb, rather than traditional accommodation providers like hotels. In 2015 and 2016, the 
stay lodging of Chinese outbound tourists in overseas Airbnb listings increased by 500% and 
142%, respectively. As of 2017, China has become one of the top ten sources of outbound 
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guests using Airbnb in the world (Lyu et al., 2019), and 5.3 million Airbnb lists worldwide 
have hosted Chinese tourists (Airbnb, 2017). Therefore, Airbnb has also formulated a series of 
plans to better serve Chinese travellers who are looking for other ways to travel, especially 
Millennials (Airbnb, 2017), because unlike previous generations, millennials are more 
interested in real experiences. They discover culture by "living like a local" and stay away from 
"off the beaten track" (Glover, 2010). This feeling makes it difficult for hotels to replicate and 
is more in line with Airbnb's development philosophy. Data shows that 93% of Chinese 
millennial respondents believed that travel is an important part of their self-identification, while 
94% of respondents were interested in unique travel experiences (Airbnb, 2017). This shift in 
consumer behaviour to a sharing and experience-driven economy means that traditional hotel 
service providers will face serious consequences (Forno & Garibaldi, 2015; Guttentag, 2015) 
because the sharing economy platform gains a large market share. As a consequence, the 
sharing economy and P2P accommodation platform may cause guests to cease to be "tourists" 
and "travellers" who usually stay in hotels (Singh & Krakover, 2015), but turn into "guests" of 
Airbnb (Airbnb, 2020).  
 
Initially, there was very little research on P2P in the Chinese market. Cheng and Zhang (2019) 
even showed that researchers paid very little attention to the Airbnb experience of Chinese 
tourists, including Chinese outbound tourists' motivation, unique interests, travel experience, 
and local interactions with P2P accommodation Therefore, the research direction of the 
increasing popularity of P2P accommodation is worthy of attention. It is also very worthwhile 
to study whether Airbnb China needs to be changed according to the superior expectations of 
Chinese customers and the evaluation of the Chinese accommodation market. 
 
2.4. Young travellers 
Market segmentation can consider different factors. The most common factors are 
sociodemographic information, such as age, behaviour, or psychological characteristics 
(motivation, interest), etc. (Dolnicar, 2008). In this paper, the chosen variable is age. The 
market segment of tourists considering the age of its participants is named "Youth Tourism". 
 
2.4.1 Youth tourism 
Youth tourism is the particular concern of researchers and policymakers (United Nations World 
Tourism Organization, and the World Youth Student & Educational Travel Confederation 
(UNWTO & WYSE, 2011)). For the United Nations World Tourism Organization (UNWTO, 
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2008), Youth tourism refers to all travel involving young people aged 15 to 29. Yousaf and 
fellow researchers also stated that "youth travel includes all independent trips for periods of 
less than one year by people which are motivated, in part or in full, by a desire to experience 
other cultures, build life experience and/or benefit from formal and informal learning 
opportunities outside one's usual environment" (2018). Specifically, in this study, the young 
travellers partly fall into the group of millennials, called Generation Y (born between 1991 and 
1996/ age 24-29) and part of the group of Generation Z (born between 1997 and 2002/ age 18-
23). 
 
The importance of studying youth tourism is undoubted. In 2002, international organizations 
such as the World Youth and Student Travel Federation began to recognize the importance of 
youth tourism. Since 2004, the number of young international tourists has been increasing 
steadily, but due to the impact of the economic crisis in those years, the number of young 
international tourists decreased slightly in 2009. Among the many leisure travellers, the 
importance and multiple impacts of young tourists on the global tourism market have also been 
recognized by governments around the world. According to the World Tourism Organization 
report (2008), governments of all countries are formulating youth tourism policies in order to 
play a more active role in product and marketing activities. In 2016, the annual report of the 
World Travel Organization recognized the significance of youth travel and pointed out that 
youth travel has become one of the fastest-growing parts of the international tourism industry, 
accounting for over 23% of annual international travel (UNWTO, 2016). Data showed the 
youth tourism market is worth US$136 billion annually, that is to say, it accounts for 18% of 
global international tourism expenditure. The World Tourism Organization estimates 
(UNWTO, 2011) that by 2020, young tourists are expected to reach nearly 300 million (see 
Figure 2). However, the global COVID-19 epidemic has brought the world to a standstill, and 
tourism has become the worst-hit area in all major economic sectors. Therefore, travel, 
including youth travel, will inevitably be affected (UNWTO, 2020). However, it is 
indispensable to explore the value of young people, the consumption experience expressed by 
young people, and the value and their experiences and behaviours (Haddouche & Salomone, 
2018). These are also of reference value for predicting the future trend of the tourism industry, 
helping the world tourism industry to survive the impact of the COVID-19 epidemic as soon 





Figure. 2.3 Dynamics of youth arrivals on global level 2002-2011 
Source: Vetrak 2012; UNWTO 2011 
 
The importance of the youth travel market is not limited to the increase in the number of tourists 
and becomes larger than estimated, also because the expansion represents the development of 
young travellers and the places they visit and the future market (Vukic et al., 2015). Therefore, 
it is an important resource for innovation and change and needs to be carried out in various 
destinations (Buffa, 2015; UNWTO, 2010). Cavagnaro & Staffieri (2015) claimed that the 
study of youth tourism could provide a descriptive and explanatory framework for mid- to 
long-term future travellers because the younger generation constitutes the innovative elements 
of society and forms a new tourism behaviour tendency. From a theoretical point of view, as 
this generation matures and becomes the centre of adults, people are expected to carry out and 
publish more research results (Robinson & Schänzel, 2019). 
 
However, despite the great potential of the youth tourism market to stimulate destination travel 
and tourism demand, there is little attention and literature in the tourism field (Boukas & 
Sourouklis, 2015). In addition, more investigations are needed on backpackers who are 
determined based on the concept of youth tourism and those who plan travel and entertainment-
related experience (King & Gardiner, 2015). 
 
2.4.1.1 Characteristics of young travellers  
The expected demographic change is an important phenomenon. Moscardo et al. (2010) 
pointed out that the growth of the tourism industry in the future will depend to a certain extent 
on the tourism industry's understanding of the social and demographic trends that affect tourist 
behaviour. The concept of "consumer behaviour based on generational groups" of tourists has 
received widespread attention because it has the ability to explain and predict behaviours that 
change over time by studying the differences in values and attitudes of generational groups 
 
 25 
(Buffa, 2015; Glover, 2010; Moscardo & Benckendorff, 2010). A generation is not just a 
consumer group (Haddouche & Salomone, 2018); therefore, generation-based research that 
identifies different groups of consumers as well as their specific needs and desires is very 
important (Chhetri et al., 2014).  
 
Generally speaking, young tourists have more computer knowledge and higher proficiency, 
which means that they can also be better at using the Internet when making travel plans and 
booking travel accommodation and can quickly adapt to new booking channels (Richards & 
Wilson, 2003). The expansion of new technology media will have a positive impact on the 
identity of consumers, consumer expectations for services, value co-creation, brand loyalty, 
purchasing behaviour and corporate value of the firm (Bolton et al, 2013). When young 
travellers perform all the travel stages on their smartphones, they turn the entire travel process 
into a digital way (Ketter, 2020). In the travel industry, Generation Y and Generation Z have 
gradually become target markets as they grow older. They are exposed to social networks 
frequently, and marketing practitioners have understood this behaviour and have begun to use 
channels to attract their attention, while Generation Z is slightly sceptical and wary of social 
networks and their use (Haddouche & Salomone, 2018). 
 
As mentioned above, according to the definition of young travellers by UNWTO, this article 
focuses explicitly on travellers who were born between 1991 and 2002 between the ages of 18 
and 29. Therefore, this category of tourists is divided into two categories: Generation Y (also 
known as Millennials) and Generation Z. 
 
2.4.1.1.1 Generation Y and Generation Z 
In this study, young tourists fell into the groups of Generation Y, and Generation Z. Generation 
Y (also known as millennials) are the primary users of sharing economy services. Their travel 
generates more peer-to-peer accommodation listings than traditional hotels bookings (Nielsen, 
2017). Generation Y is seen a representing individualism and support for social welfare, so 
when buying products, they are more inclined to choose socially responsible companies 
(Valentine, 2013; Eisner, 2005). They are open-minded, long for freedom and flexibility, and 
see travel as an excellent opportunity to discover the world and themselves. For Generation Y, 
creating a life experience is the most important because experiencing and creating memories 
can make life more meaningful and happier (Visit Scotland, 2017). They also believe that travel 
is a way to learn, get to know and connect with other people from different cultural 
 
 26 
backgrounds (Richard & Wilson, 2003). It is the source of career development and the purpose 
of self-development and pursuit, not just for travel (UNWTO, 2011). Generation Y tends to 
prefer less popular places (Șchiopu et al., 2016); that is, they think this is a "real" emerging 
destination (UNWTO, 2016); in other words, they have less interest in the traditional 
destinations that their parents preferred. In addition, one of the critical revolutions in travel 
behaviour between generation Y and previous generations is accommodation choice (Ketter, 
2020). For instance, the rise of accommodation listing platforms such as Airbnb or the 
development of traditional accommodation categories is all aimed at the millennial market 
(Ketter, 2020). 
 
At the same time, with current developments, Generation Z is gradually taking centre stage, 
because members of this generation are gradually becoming adults and sponsors of tourism. In 
the tourism industry, Generation Z is considered a significant group (Barnes & Mattsson, 2016): 
first, they play an important role in planning family vacations, because family members consult 
their opinions before travelling; second, they like experiences as much as Generation Y, which 
increases their tendency to look for "interesting experiences"; third, they are broad-minded and 
look for impassable roads guided by the bucket list (Robinson & Schänzel, 2019). However, it 
is only in recent years that Generation Z literature has begun to appear in tourism academic 
journals (Robinson & Schänzel, 2019), which includes the Millennials and Generation Z 
special issues published in the Journal of the Tourism Future (Corbisiero & Ruspini, 2018). 
This is very easy to understand because until recently, the oldest tourists in Generation Z have 
reached the legal age and have begun to travel independently. In terms of personality, Hertz 
(2016) pointed out that this generation is prone to feel very dysphoric and hesitant. This could 
be attributed to a generation of people who have developed their characters and life skills in an 
uncertain, and complex socio-economic environment (Sparks & Honey, 2014). In addition, 
Generation Z members are also budget-conscious travellers. They usually do not set a 
destination when they start a trip but just want to have a walk-and-go trip (Southan, 2017). 
 
2.4.2 Travel behaviours of young travellers 
Typical internal factors identified by multiple researchers include personality, perception, 
attitude, etc. (Moutinho, 1987). For example, the influence of personality factors (such as 
personality or ambition) or family factors (such as lifestyle or decision-making style) on 
tourists' behaviour has been studied. On the contrary, Moutinho (1987) also believes that 
tourists' behaviour and travel choices are the results of external variables. Schmoll (1977) 
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proposed the influence of external variables such as travel decisions and behaviours on tourists' 
behaviour, such as travel communication and the attributes of travel destinations and providers 
(Oh, 2008., p.240). The following characteristics are the characteristics of young consumers 
that are often mentioned. 
 
The trim budget on travel  
According to the research by Demeter, Brătucu and Palade (2015), young tourists want to travel 
as cheaply as possible, which is the most crucial factor influencing their travel decisions. 
People in the 18-29 age group are very concerned about prices because they do not have a high-
paying job or have not started work at all (Demeter et al. 2015). In fact, 94.3% of young people 
will be affected when arranging travel. Due to their price-sensitive nature and the desire to save 
money, hostels are the favourite accommodation for young travellers, with 65% of them using 
hostels because of their low prices (WYSE Travel Confederation 2013). Seekings (1998) also 
believed that the main reason why hostels and backpacker hotels are the first choice for young 
travellers, and backpackers is related to price. However, this trend gradually changed after 2009 
and 2010 (Demeter et al., 2015); until recently, millennials have shown different consumption 
choices. For example, they choose to stay in expensive hotels during a recent trip and would 
choose cheaper accommodation next time (Ketter, 2020). In order to save and compare prices, 
and to obtain information about tourist destinations, another important feature of young tourists 
is the use of online resources. 
 
Adapt much technology and Internet 
Young travellers are good at using all resources, and as a result, they can easily access a large 
amount of information. Because of the representative characteristics of young travellers (as 
mentioned above) (Gen Y and Z), young travellers are proficient on the Internet. Therefore, 
they are very proficient in all resources before research (buying accommodation), during 
(looking for experience) and even after travelling (writing reviews). To illustrate this point, in 
2009, during the travel planning process, young travellers referred to nine information sources 
on average (WYSE Travel Confederation, 2013). In order to make the journey smoother and 
more successful, experienced travellers will discover more elements to review than 
inexperienced travellers. Long-distance travel means that people are at risk of wasting time and 
money, so when a young person with extensive travel experience wants to spend more than 
seven nights, he may use more than nine information sources to save money and time (WYSE 
Travel Confederation, 2013). 
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Have a greater tendency to travel  
Compared with other market segments, young tourists usually have a greater tendency to travel 
(ATI, 1995). Their high mobility is the main factor for the survival of youth tourism because 
spending more time in travel means further expanding the economic contribution of time and 
space to the destination (Horak & Weber, 2000). On the one hand, young people usually travel 
much longer than most other tourists (UNWTO – WYSE, 2011). Young people may be poor 
in money, but rich in time, and they spend an average of two-thirds more time than ordinary 
destination tourists (UNWTO, 2016). Statistics show that the average travel time of young 
people in 2002 was 65 days (Richards & Wilson, 2003). In 2007, the average travel time was 
reduced to 53 days due to economic impact, and it increased again to 58 days in 2013 (WYSE 
Travel Confederation 2013). In addition, because there is now more information about travel 
destinations and products than ever before, young people travel more frequently. Therefore, 
they will often travel to explore more places and experiences, thereby enhancing their sense of 
self-development (Bremmer, 2012). 
 
Pursue local experience and interaction 
As discussed earlier, both Generation Y and Z are very interested in the local experience. The 
motivation to experience "locals" during travel brings young travellers closer to the local 
community, leading them to have more direct economic, social and cultural influence and 
contribution to the communities they visit (UNWTO, 2016). According to the "Millennium 
Travel Survey" conducted by WYSE Travel Confederation in 2014, the most essential travel 
motivation of young travellers is to interact with locals (55% of the important position) and 
experience daily life in another country (45%) (UNWTO, 2016), whereas interestingly, despite 
the fact that many young people travel to stay connected with other cultures, they mark part of 
this experience (such as meeting different travellers and speaking different languages) as 
insignificant elements of their travel decision (Demeter et al., 2015). 
 
2.4.2.1. Backpackers 
Backpacking has always been a significant growth area in the youth tourism market (Richard 
& King, 2003). Nash et al. (2006) associated the definition of young travellers with 
backpackers. Richards and Wilson (2003) believed that backpackers are a group of people who 
like to communicate with other travellers and seek experience. However, it is difficult to 
accurately determine who is – or is not – a real backpacker because backpackers are not easy 
to distinguish economically or demographically (Farahani & Sukmajati, 2011). For young 
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travellers, a key "identity" question is how much they consider themselves "travellers" rather 
than "backpackers". Initially, backpackers are characterized as decisive "drifters", usually 
starting from another way of life, such as "hippies" (Cohen, 1973). Subsequent studies referred 
to "backpackers" as "backpackers" in many cases, usually following the "routes" of ordinary 
backpackers or staying away from the hustle and bustle of city life (Cohen, 2003; Richards & 
Wilson, 2003). The unique characteristics of backpacking tourism have aroused widespread 
public imagination and academic research and have produced a wealth of experience and 
theoretical basis. 
 
First of all, backpackers have independent, planned but flexible travel schedules; they would 
instead choose more extended vacations than short ones, especially backpackers who travel 
internationally (Nash et al., 2006) because it is generally believed that backpackers travel more 
than traditional tourists with a shorter vacation time. Secondly, Cohen (2003) pointed out that 
backpackers prefer budget accommodation, which is similar to the needs of young travellers. 
Compared with traditional tourists, backpackers also have a tight budget and travel to more 
remote destinations through cheap transportation (Hilary & Liu, 2013). As discussed above, 
youth hostels and backpacker hostels are usually the preferred accommodation for backpackers, 
mainly because of the price. Third, backpackers emphasize meeting with other travellers, as 
well as informal and participatory vacation activities (Hilary & Liu, 2013). This is very 
consistent with the characteristics of young travellers, focusing on off-travel activities, the 
pursuit of experience and interaction. Furthermore, research shows that increasing number of 
backpackers are from Asia, not Western countries (Hilary & Liu, 2013). 
 
2.4.2.2 Airbnb and young travellers 
Due to young tourists’ high level of computer knowledge and ability, their utilization rate of 
online services (such as Airbnb) is higher than that of previous generations (Andrades et al., 
2015). In 2018, 58% of global Airbnb hosts and booking guests were millennials (Airbnb, 
2019). It is expected that by 2022, Millennials and Generation Z will account for more than 
75% of the leading consumer population, continuing to shape the travel and tourism industry 
(Airbnb, 2019). These young travellers can also help to promote Airbnb to others. With more 
than 400 million Chinese millennials driving the development of business and consumer trends, 





Millennials pay more attention to travel and look for travel experiences that are different from 
other generations. This feature has significantly strengthened Airbnb's popularity in China. 
Specifically, Gen Y is considered to be one of the most powerful consumer groups in the 
tourism industry (Airbnb, 2019). In China, more than 80% of Airbnb users are under the age 
of 35, more than any other country (Airbnb, 2017). However, research on the behaviour and 
personal data of Airbnb users is very limited, not to mention other P2P accommodation 
platforms with smaller user circles, which has led to certain companies establishing market 
support statements in a relatively unquestionable manner (Volgger et al., 2019). 
 
2.4.2.2.1 Chinese travellers v.s. Foreign travellers 
UNWTO (2016) concluded that Chinese youth are not very different from youth around the 
world. Chinese youth travel is mainly a domestic phenomenon, which is related to the 
prevalence of independent travel in China and the popularization of cheap hotels (Nyiri, 2006). 
Compared with the West and foreign countries, the demand for tourism is mainly driven by the 
elderly because they have more time and money to travel, while the elderly in China are usually 
reluctant to travel abroad due to traditional cultural reasons and health problems 
(Nasolomampionona, 2014). In China, demand mainly comes from active young people who 
are eager to travel to new places. 
 
As far as travel budgets are concerned, research shows that Chinese people are good at saving 
money because they always keep their money and are willing to spend money on travel 
(Nasolomampionona, 2014). According to the survey, young people between 18 and 25 years 
old are less likely to participate in overseas travel. This may be due to the limited financial 
ability of young people at this stage because people with a monthly income of less than 5,000 
yuan are unlikely to travel abroad (Nasolomampionona, 2014). In addition, due to low income 
or time constraints, most students are unlikely to go on vacation abroad. However, in another 
study of "Millennials" by Bernardi (2018), some people think that young Chinese is the group 
that spends the most, not saving much travel expenses. 
 
2.5. Literature summary and conceptual framework 
As a replication extension study of Guttentag and fellow researchers' study (2017), this study 
was specifically designed to replicate and extend the results of previous studies. Therefore, the 
factors and motivations from the previous research will be carried out and analyzed based on 
the current research content. According to Douglas (2012), the advantages of replicating 
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extended research can be attributed to the potential for obtaining more accurate estimates of 
certain effect measures and the increased generalization of statistical results. The effect size 
measure represents the correlation and the mean difference and reflects the size of the 
relationship between the explanatory variable and the outcome variable. In this case, the 
researcher extended Guttentag and fellow researchers' study by adopting Chinese participants.  
 
Before expanding further and raising research questions, it is necessary to understand the 
marketing segmentation applied in the previous investigation as this study is based on 
Guttentag and fellow researchers' study in 2018. Minimal research has investigated the reasons 
why tourists use Airbnb due to the fact that Airbnb is relatively new (Guttentag et al., 2017).  
Previous research portrayed Airbnb guests as a homogenous group, Guttentag and other 
colleagues believed that Airbnb users could be divided into market segments. (Guttentag et al., 
2017). Moreover, the purpose of the previous research and this study is to investigate tourists' 
motivation for using Airbnb and segment them accordingly. The difference is that this study 
focuses on young Chinese tourists rather than the western population studied by Guttentag and 
other colleagues. 
 
2.5.1 Motivation based segmentation in tourism 
Travel motivation is the driving force to understand why people travel (Crompton, 1979). In 
the study by Guttentag and colleagues (2017), researchers combined Airbnb accommodation 
features and focused on tourists' choice of Airbnb, rather than the more abstract reasons why 
people travel. Therefore, the research focused on motivations for attraction. 
 
There are many ways to define the term motivation, but it primarily refers to the reason why 
someone engages in a certain behaviour (Hawkins et al., 2007). Tourism literature usually 
adopts the push-pull motivation framework of Dann (1977, 1981). The framework can both 
identify the intrinsic motivation (push factors) that motivates someone to travel and persuades 
travellers to choose the special characteristics of its specific travel product (pull factors). 
Although conceptually speaking, push and pull factors are different, a large number of studies 
have found that there are significant and close correlations between them (Kim et al., 2003; 
Kim et al., 2007; Pesonen et al., 2011). However, when studying consumer behaviour in 
psychology, motivation refers to the internal motivation, push factors or driving force that 
meets internal needs, which is also common in some tourism literature (Coon & Mitterer, 2013; 
Gnoth, 1999; Lantos, 2011). Pull motivation is more in line with the way consumers seek 
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specific benefits when choosing products. These benefits are the basis of customer 
segmentation (Haley, 1968). 
 
However, research on motivation-based segmentation of accommodation choices is very 
limited (Guttentag et al., 2017). General tourism research usually focuses on visits to specific 
destinations, attractions or events, and then subdivides them according to motivations 
(Guttentag et al., 2017). Segmentation refers to the process of dividing the market into various 
internal groups in a meaningful way; it can also be used as a "key strategic tool for tourism 
marketing" to provide travel marketers with feasible insights for targeted, positioning and 
competitive analysis (Dolnicar, 2012, p. 31). In the previous study, Guttentag and researchers 
segmented the motivations based on the motivation of using Airbnb. In this study, the 
researcher will segment according to the research subject – young Chinese travellers, and their 
motivations to choose Airbnb. 
 
2.5.2 Literature summary of Guttentag and colleagues’ study 
Guttentag and colleagues (2017) claimed that tourism segmentation studies usually use factor 
clustering methods, in which the variables are first cut down by factor analysis, and then the 
factor scores obtained are used for further cluster analysis. So, Guttentag and researchers first 
adopted factor analysis to determine the basic structure of motivation and remove variables in 
order to ease the interpretation and then did a subsequent cluster analysis to classify Airbnb 
users. The exploratory factor analysis of Guttentag et al.'s research was conducted on 17 Airbnb 
motivations. These identified 17 exploratory key attributes which generally affect 
accommodation decisions, including primary attributes, secondary attributes and some 
noteworthy modern attributes. Guttentag and other colleagues previously summarized hotel 
literature and determined various vital attributes, including price, cleanliness, location, 
reputation, value, quality of service, room comfort, and safety. Other secondary attributes that 
have been identified as worthy of attention, but of secondary importance include various 
facilities, loyalty programs, service quality, etc. Finally, Guttentag and other colleagues 
included and emphasized the importance of modern attributes, such as Internet access and 
online booking. 
 
As a result, checking the correlation matrix between items produced two factors, namely "low 
cost" and "convenient location". Subsequently, the initial performance of exploratory factor 
analysis led to a third item - "unique/non-standardized experience", which was subsequently 
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included under the "novelty" factor. In addition, Guttentag and other colleagues applied the 
final five-factor solution, which explained 69.1% of the total variance. These five factors are 
"interaction" (accounting for a large part of the variation, 38.4%) consisting of two items 
related to interaction with hosts and locals; "home benefits" (explaining 10.8% of the total 
variance) consists of three items related to the stay in a space like home; "novelty" (explained 
8.7% of the total variance) consists of three novelty items and one bragging rights item; 
"sharing economy ethos" (explained 6.0% of the total variance) initially contains three items; 
"local authenticity" (explained 5.3 % of the total variance) including two items related to 
having an authentic local experience. 
 
In conclusion, with regards to demographics (including ages, genders, education level, 
household financial status etc.), and trip purposes, while considering their latest Airbnb stay, 
Guttentag and other colleagues (2017) concluded a five-cluster solution based on discriminant 
analyses. Consequently, based on respondents' motivations to choose Airbnb, these five 
clusters were named as Money Savers (18.8%), Home Seekers (23.3%), Collaborative 
Consumers (19.1%), Pragmatic Novelty Seekers (21.7%), and Interactive Novelty Seekers 
(17.1%) respectively. 
 
2.5.3 Research Questions Development 
Quantitative research involves testing a hypothesis and arriving at a conclusion to either reject 
or not reject the null hypothesis (Rubin & Babbie, 2005). The previous subsections discussed 
existing theory concerning the relationship between young travellers and travel behaviours, 
personal value in tourism, characteristics of young Chinese tourists as well as the association 
between Chinese travellers and Peer-to-Peer accommodation like Airbnb. Guttentag and other 
colleagues have proposed seventeen motivations (seen in Appendix A) to use Airbnb divided 
into six different dimensions - price, functional attributes, unique and local authenticity, 
novelty, bragging rights, and sharing economy ethos.  
 
These dimensions form the basis for the research questions of this current study. However, the 
basis for Guttentag and fellow researchers’ conclusion that most of the respondents are 
Canadians and Americans. They all live in the context of Western culture. In comparison, 
current research on P2P accommodation experience is mainly based on Western cultural scenes 
(Lyu et al., 2019). Nevertheless, it is imperative to understand the perception of P2P 
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accommodation experience among Chinese customers because they may be different from 
Westerners. Hence, the first research question developed is: 
What motivations attract young Chinese travellers to choose Airbnb?  
 
Based on the motivations for choosing Airbnb, Guttentag and other colleagues (2017) have 
also proposed five clusters based on the seventeen motivations. In this case, cluster analysis of 
young Airbnb users in China helps to study the Airbnb market in China, which is identified as 
a rapidly growing market. Therefore, the second research question is developed: 
What are the segments of young Chinese travellers regarding the motivations of using 
Airbnb? 
 
Many researchers have realized the relationship between Chinese cultural value and consumer 
behaviour, and it is still being explored continuously (Hsu & Huang, 2016). Even if an 
individual's value system comes from the same cultural background, the individual may still 
make different decisions. The personal value of tourists is closely related to tourism behaviour. 
As mentioned in section 2.2.3.1, personal value provides a convincing explanation for travel 
behaviour, because people will show different travel behaviour patterns according to personal 
values (including decision-making, activity preferences, motivation). In this study, travel 
behaviour refers to the selection and use of peer-to-peer accommodation (Airbnb). The value 
scale used in this study (Schwartz's value scale consists of 56 value items) has matured and has 
been tested in more than 75 countries/regions. In summary, the third research question is: 
What are the value profiles of young Chinese Airbnb users? 
 
2.6 Summary 
This literature review introduces the current situation of the tourism industry domestically and 
abroad. It also introduces the influence of culture and personal values on the consumption 
decisions of Chinese consumers, to help understand why tourists use such service. Next, the 
introduction of peer-to-peer accommodation and the importance of youth tourism in the 
research was discussed. It helps to understand the demand for such innovative services. As a 
result of an extensive literature review, this chapter proposed a number of hypotheses regarding 








This chapter presents a detailed explanation of the research methodology and research 
design, which comprises eight sections. This chapter outlines the research objectives in Section 
3.2, research paradigm and philosophy in Section 3.3, research method and approach in Section 
3.4, data collection in Section 3.5, research design in Section 3.6, data analysis in Section 3.7, 
and ethical consideration of the study in Section 3.8. 
 
3.2 Research objective 
As stated in the previous chapter, the purpose of this study is: firstly, to examine the 17 
motivators of choosing Airbnb proposed in Guttentag and researchers' study in order to 
compare the motivators in the Chinese context; secondly, to study the category of young 
Chinese Airbnb users; lastly, to investigate the level of the importance of personal value items 
affecting young Chinese consumers' thoughts and behaviour while choosing Airbnb. 
 
Therefore, to frame this research, the following research questions are raised:  
1. What motivations attract young Chinese travellers to choose Airbnb?  
2. What are the segments of young Chinese travellers regarding the motivations of using 
Airbnb? 
3. What are the value profiles of young Chinese Airbnb users? 
 
3.3 Research paradigm and philosophy 
A research paradigm is the overall conceptual framework of some researchers in their research 
work, that is to say, research paradigm is a world view or a series of assumptions about the 
world, which are widely accepted and shared by many scientists who study the world (Healy 
& Perry, 2000). Gliner and Morgan (2000) described the research paradigm as research train 
of thought, the process of completing the research and the method of implementing the research. 
The research paradigm is not a methodology but a philosophy that provides a research process. 
Mackenzie and Knipe (2006) pointed out that research paradigms and research questions are 
used to determine which data collection and analysis method (qualitative/quantitative or hybrid) 
is most suitable for research. According to Saunders, Lewis, and Thornhill (2009), the term 
research philosophy refers to beliefs and assumptions about the development of knowledge, 
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which means what scholars do when they do research and develop knowledge in specific areas. 
Research philosophy involves not only the nature of knowledge itself but also how knowledge 
is formed and how it is transmitted through language (Schlegel, 2015). As per the view of 
Mertens (2014), in order to understand reality, there are three divergent types of paradigms, 
namely positivism, interpretivism and realism. Positivism defines unbiased research and 
analysis based on the crucial details available, interpretivism proposes a subjective analysis of 
information, while realism focuses on the practical inspection of data. 
  
In order to conduct this research, the researchers adopted a positivist research philosophy. The 
positivist paradigm for exploring social reality is based on the philosophy of French 
philosopher Auguste Comte (Antwi & Kasim, 2015). Positivism research philosophy 
advocates understanding the social world through objective rather than subjective methods 
because it takes into account that human behaviour is controlled and determined by the external 
environment. The philosophy supporting research integrates ontology, epistemology and 
axiology, in which positivists insist on ontology and believe that this is a social reality, which 
is an external factor for researchers. According to Newman (2006), researchers who conduct 
market research under the positivist research paradigm should use quantitative data and 
quantitative methods, such as questionnaires, to achieve research objectivity, answer research 
questions and test research hypotheses. In this research, positivist philosophy enables 
examination of the value profiles of young Chinese Airbnb users. This philosophy also 
provides guidance for researchers to evaluate the differences in the motivations of different 
Chinese young travellers in accommodation choices. By using this philosophy, researchers 
investigated the attributes of accommodation, which will influence the accommodation 
decisions of young Chinese consumers. 
 
3.4 Research approach 
As stated above, the philosophical paradigm of the researcher, to a large extent, influences the 
methods chosen to address research questions. Choosing the appropriate approach or 
methodology presents the research philosophy as important for data collection and data 
analysis (Collis, & Hussey, 2009). Moreover, the research method is a strategy of enquiry, 
which shifts from the underlying assumptions to research design, and data collection (Myers, 
2009). At the ontological level, empirical researchers believe that facts are objective and can 
be measured by characteristics that have nothing to do with research and tools, in other words, 
knowledge is quantifiable (Antwi & Kasim, 2015). Deductive methods are completely related 
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to quantitative research and positivist philosophy (Smith, 2015). Lastly, as an extension of a 
prior study by Guttentag et al. (2017), this study adopted a similar methodology to the original 
study but involved a different cultural context. Therefore, in this study, in order to satisfy the 
objectives of this research and abide by the positivism research paradigm, quantitative research 
was carried out.  
 
Generally speaking, quantitative research uses questionnaires, surveys and experiments to 
collect revised and tabulated data that can be characterized by statistical analysis (Hittleman & 
Simon, 1997). In quantitative research design, understanding the interaction between the 
respondents and the research process is important for research design decisions, because the 
respondents are the basic data source for most marketing research (Malhotra et al., 2006). In 
short, quantitative research is also a way to test objective theories by examining the correlation 
between variables. In this study, the relationship between all the motivations was first tested. 
Furthermore, the relationship between accommodation choices and the value profiles of young 
travellers was studied. 
 
3.5 Data collection 
3.5.1 Data collection method 
In order to investigate the research questions of this study, a quantitative research method was 
employed. Considering the objectives and purposes of this research, the survey method was 
adopted. Questionnaire research has many advantages, making it the most popular type of 
research in the social sciences (Muijs, 2010). First, it is easier to generalize the research results 
to the real world, because this is where the research is conducted. Moreover, compared with 
other methods (such as observation), survey research is also significant due to the fact that 
researchers can collect large amounts of data in a relatively short period of time with reasonable 
cost and effort. Taking into account the research background and period of this survey, an 
online survey method was adopted. According to the research of Muijs (2010), online 
questionnaires are essentially similar to pencil-and-paper questionnaires. However, its more 
obvious advantage is that the responses can be directly stored in the database and directly 
analyzed, thus saving data input time and cost, and data could be stored more conveniently for 
a more prolonged period. In addition, since the study was conducted during the COVID-19 
quarantine period, contact and meeting between people were restricted, so online 





3.5.2 Respondents’ recruitment 
In the prior Guttentag and fellow researchers' study in 2017, individuals who had used Airbnb 
during the past 1-2 years were recruited for filling online surveys. The respondents were mainly 
from Canada and the USA. In this study, the sample focused a different culture: Chinese. The 
research was based on information provided by young travellers aged between 16 to 29 years 
old, as UNWTO defines, who had used Airbnb during the last 12 months. However, only those 
aged over 18 years old were included as it's the age that one can travel without parental 
guidance. The survey period began in December 2019 in China. The majority of respondents 
fell in the age group from 18 to 29. 
 
Since Airbnb is relatively new, especially in China, this also means that it is difficult for the 
questionnaire to cover many young Chinese travellers who have used Airbnb. Therefore, the 
researcher made two identical questionnaires on two questionnaire design websites – Qualtrics 
and Wenjuanxing. The reasons for this approach will be explained in detail below. The 
researcher also tried to use as many social media as possible to post the link to the questionnaire 
in order to reach as many young Chinese travellers used Airbnb as possible. 
 
Qualtrics 
Qualtrics was adopted as one of the online survey service providers, as it can significantly 
shape the design of survey instruments, simplify the distribution of surveys, improve the 
accuracy of data collection procedures, reduce the workload of data management, and speed 
up subsequent data analysis (Toepoel, 2016). The Qualtrics survey link was posted on social 
media in order to collect data among Chinese people abroad who had access to the mainstream 
English-medium Web 2.0 services. Therefore, the link to the survey was posted on social media 
platforms such as Instagram and Facebook. The questionnaire links posted on these English 
mainstream social media were mainly to reach those Chinese who study and live abroad. The 
questionnaire was also designed in Chinese and answered by respondents in Chinese. 
 
Wenjuanxing 
However, online questionnaires in the People’s Republic of China face another potential 
obstacle - the Great Firewall, which can control Internet content available in China and manage 
access to websites outside of China (Goldkorn, 2012). The same prohibition rules apply to most 
mainstream English-medium Web 2.0 services and social media platforms such as Facebook, 
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Twitter, Instagram and so on. Therefore, the data in China was collected via Wenjuanxing 
survey link (https://www.wjx.cn/) considering its flexible functions and pricing, which has 
often been used by social science researchers in China (Zhang, 2016; Zhao et al., 2016). The 
link of the Wenjuanxing survey was posted on social media platforms including WeChat, QQ, 
Bilibili, Baidu Tieba, Dou Ban, Weibo and Zhi Hu. At the same time, the researcher also sent 
a link to the questionnaire through WeChat to all Chinese contacts who fell in the age group 
from 18 to 29. 
 
 
All the respondents were recruited to complete an online survey in their mother tongue 
(Chinese), with data collection beginning from 10th December in China. The data collection 
in China did not require permission from any organization. Since Airbnb is relatively new in 
China, the link to the online survey was first sent out to qualified participants (i.e., those who 
have experience staying at Airbnb) starting from the social circle of the researcher via 
messaging apps (e.g., WeChat, QQ, Facebook messenger). The link to the survey was also 
posted on the researcher's Wechat Moments and Facebook homepage, as well as other public 
websites: Bilibili, Baidu Tieba, Dou Ban, Weibo and Zhi Hu. Because of the nature of the 
participants needed for this research, the researcher adopted convenience sampling and 
snowball sampling, starting with the researcher's social circle. Afterwards, the participants 
were invited to share the survey link with others who had experienced staying with Airbnb. 
This process lasted for six months to reach the required sample amount because of the COVID-
19 epidemic, as the researcher could only communicate with the participants online. Also, the 
data collection process let the potential participants have enough time to consider the invitation 
and participate in the research.  
 
As incentives, respondents who filled in the Qualtrics survey were asked to leave their mail 
address if they would like to participate in a lucky draw. Gift cards would be offered, 4 
Starbucks gift cards with a value of RMB50 each were distributed in lottery draws. On the 
other hand, each respondent who filled in the Wenjuanxing survey would receive an RMB 5' 
red packet' for the qualified and completed survey. The RMB 5 was directly transferred to each 
respondent's account by the system. 
 
All the participants could withdraw from the survey at any time prior to their completion of the 
survey. Once a survey response was complete, answers were aggregated such that individual 
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responses would not be identified. All the data collected was securely stored in a Dropbox 
folder for a minimum of five years. 
 
3.5.3 Sample representatives 
The earliest empirical method was to start snowball sampling in 1955. Snowball sampling was 
described as a method in 1958 and has been used to study the structure of social networks 
(Coleman, 1958). Although the snowball sampling method is a non-probabilistic sampling 
technique that cannot fully reflect the characteristics of Airbnb users, the study adopted the 
snowball sampling method for two important reasons: First, Airbnb is considered relatively 
new, especially in China, not everyone who accessed the questionnaire link has used Airbnb 
before, and the age limit would further reduce the number of people who could answer the 
questionnaire. Secondly, because the data collection period is extraordinary - during the 
COVID-19 quarantine period – so sending the questionnaire link online to the respondents who 
meet the research standards was the fastest and most accurate channel. In sum, it was adequate 
to recruit people with Airbnb service experience starting from the researcher’s social circle. 
Even if the overall research sample is not selected entirely at random, the combination of 
different social media platforms spreading the survey link aimed to reduce the overall research 
sample bias. In addition, compared with the general population, the biases that characterize 
website users (such as Weibo) and messaging applications (such as WeChat) are likely to be 
consistent with the biases of young online services (such as Airbnb).  
 
In addition, the online questionnaire was either individually sent to people via messaging apps 
(Wechat, QQ etc.) who were known to have Airbnb experience, or it was posted on public 
social media platforms (Weibo, Douban, Zhihu etc.) that everyone can reach. This is because 
young consumers tend to be socially connected with each other or even businesses via social 
media. Social media has become more and more popular due to its characteristics of providing 
information sharing and maintaining relationships (Tuten, 2008). Moreover, distributing 
questionnaires online and responding to the questionnaires online by respondents also 
coincides with the characteristics of young travellers who are tech-savvy and make fair use of 
electronic devices. In particular, Millennials are characterized by frequent exposure to 






3.6 Research design 
3.6.1 Questionnaire construction 
The online survey was developed using Qualtrics and Wenjuanxing in Chinese. There were 
four sections involved in the questionnaire, including Airbnb motivations in Section 1, Personal 
values in Section 2, Airbnb usage experience in Section 3 and Demographics in Section 4 (See 
in Appendices M&N). The survey items were mainly Likert scale, multiple choice questions 
and short answer fill in the blank space. 
 
In Section 1, the motivators of choosing Airbnb was measured using numerous items six-point 
Likert scale (1=strongly disagree to 6=strongly agree), which was carried over from Guttentag 
and fellow researchers' study. The design of the six-point Likert scale has been supported by 
many studies (Chang, 1994; Garland, 1991; Lozano et al., 2008). The questions regarding 
Airbnb motivations focused on the respondent's latest stay with Airbnb. In the middle of the 
questions, a concentration check question was included in a random sequence. Respondents 
were asked to choose "strongly agree" expressly. This step aims to screen out participants who 
did not carefully review and answer the questions, in case the final data analysis results are 
affected. 
 
In Section 2, personal values, the Likert scales used nine response categories, supported by 
Schwartz in 1992. Although in terms of consumer behaviour, for the respondents, Schwartz's 
value scale is considered to consist of too many items, and it takes a relatively long time to 
answer the questionnaire. The scale was applied in this research as it offers the most 
comprehensive and theoretically sound approach to the value measurement of the survey 
(Watkins, 2010). The scale required respondents to rate the importance of 56 specific values 
"as a guiding principle in my life" on a 9-point scale labelled 7 (supreme important), 6 (very 
important), 5, 4 (unlabeled), 3 (important), 2, 1 (unlabeled), 0 (not important), -1 (opposed to 
my values) (Schwartz, 2012). The same applied to Section 1, as the 56-value scale list was 
quite long, so a few concentration check questions were involved randomly. Respondents were 
asked to choose specific answers on the scale. The purpose of this step is to screen out 
participants who did not carefully review and answer the questions, in case the final data 






In Section 3, the Likert scale, multiple choice and short answers related to Airbnb usage 
experience were employed. Each individual respondent was asked to answer the questions 
related to their latest Airbnb experience. Questions about the use and travel characteristics of 
Airbnb were asked, and options were provided for respondents to answer. In addition, 
respondents were also asked about Airbnb's overall satisfaction, loyalty, and the likelihood of 
recommending to others, with the Likert scale. 
 
In section 4, questions regarding demographics were asked, and these items were placed at the 
end of the survey because respondents are reluctant to provide sensitive information until they 
clearly understand the purpose of the study (Mitchell & Jolley, 2010). As all the respondents 
should fill in the age group from 18 to 29 years old, respondents were asked to fill their age 
individually. Instead of asking income level, in this case, respondents were asked to choose a 
range of how much they spent on accommodation on trips.  The expenses per night were asked 
in local languages and local currencies (Chinese Yuan). Moreover, demographic questions 
involving educational level, marital status, and employment condition were asked 
straightforward. Technique concerning electronic devices were considered as well by asking 
the respondents what kinds of devices they were using while browsing the questionnaire and 
whether they had found any difficulties while filling in the survey. The purpose of asking what 
kinds of devices are used is to screen out "low quality" answers. 
 
A pretest was conducted with academics in China who had previously used Airbnb. The link 
to the pretest questionnaire was sent to the respondents via messaging apps such as WeChat 
and Facebook Messenger. The pretest involved completing the survey and some open-ended 
questions regarding technique problems while filling in the survey, survey layout and 
recommendations. The survey was modified accordingly before sending out to the public. The 
completion time of each pretest was recorded in order to set the minimum answering time of 
the online survey for the purpose of eliminating halfhearted responses. 
 
3.6.2 Variable measures 
3.6.2.1 Airbnb motivations 
As a sequential study of a prior study, seventeen motivations for choosing Airbnb were 
measured using the same six-point Likert scale. Guttentag and other researchers concluded 
these proposed 17 items and related them to six diverse dimensions – price, functional 
attributes, unique and local authenticity, novelty, travel bragging, and sharing economy ethos 
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(Guttentag et al., 2017). Specifically, one item about price is "the relatively low price" of 
Airbnb compared with other alternative accommodations. The five items related to functional 
attributes include "convenient location", "access to home facilities", "access to large space", 
"homely feel", and the chance to get "useful information and tips from the host". There are four 
items about the aspiration for unique and authentic local experiences including opportunities 
for "authentic local experiences", to obtain "unique (non-standardized) experiences", "interact 
with hosts and other locals", and "stay in non-tourist residential areas". There are three items 
related to novelty, including "exciting", "new and different", and "unpredictable". The last item 
is about bragging, which focuses on the potential eager experience of tourists, about which they 
can "tell friends and family". 
 
3.6.2.2 Personal values 
Personal values were measured using the 9-item Likert scale. Each respondent was asked to 
evaluate how important each value is for him or her as a guiding principle in his or her life on 
a 9-point Likert-type scale (7=supreme important, 6=very important, 5, 4=unlabeled, 
3=important, 2, 1=unlabeled, 0=not important, -1=opposed to my values) (Schwartz, 2012). 
Schwartz's test shows that this type of scale is more in line with the way individuals think about 
values, because people may feel that most values have a certain importance in life (Haynie et 
al., 2016., p.372). So, in this study, all of the 56 items of Schwartz's Value Scale (SVS) are 
included. Although SVS is generally considered time-consuming for participants, the results 
of SVS are the most comprehensive (Watkins, 2010). Struch et al. (2002) stated that only 45 
of the 56 values of SVS have the meaning of "nearly equivalent" across cultures, excluding the 
following items: social recognition, intelligence, self-esteem, inner harmony, true friendship, 
spiritual life, mature love, the meaning of life, detachment, sense of belonging and health. 
However, people's values may still differ in region and time, especially young people who are 
unstable. Therefore, the researcher decided to test all 56 items in this study. 
 
3.6.2.3 Airbnb usage experience 
In order to better understand Airbnb's unique value orientation, this study accessed various 
dimensions by comparing the latest stay at Airbnb: Airbnb usage history and awareness 
(communication channels), trip characteristics, and satisfaction and loyalty. Specifically, four 
items about the Airbnb usage history were investigated, with one referring to the total times of 
using Airbnb including the most recent trip, one referring to the year when Airbnb was used 
for the first time, one referring to the history of being an Airbnb host, and one referring to the 
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communication channels on Airbnb's diffusion (how do you know about Airbnb). The list of 
potential communication channels provided to respondents included the main communication 
channels - mass media, WOM and Airbnb's own advertising. These items were considered as 
a regulation to measure the popularity and user preference of Airbnb. 
 
Seven items were included regarding the characteristics of the latest stay with Airbnb on trips. 
These items related to the number of night(s), the purpose of stay, type of chosen 
accommodation, the identity of fellow guests, number of fellow guests, destination type of the 
trip, and self-described backpacker on trips. These items helped to understand the features of 
different customers. All of these assessments were measured with multiple-choice questions. 
 
Three items were associated with satisfaction and loyalty towards Airbnb stay, including how 
satisfied with the general Airbnb stay, how likely to recommend Airbnb to others, and how 
likely to use Airbnb during the next trip. Respondents' satisfaction and loyalty with their Airbnb 
stay was measured using three seven-point Likert scale questions.  
 
Additionally, among all items discussed above, there were two unique items related to a unique 
value proposition about Airbnb, including host and backpackers, which are the unique features 
of Airbnb. The Airbnb community is supported by hosts who provide unique opportunities for 
people all over the world to travel like locals. Airbnb's name is short for Airbed and breakfast, 
which was that it was a place to sleep and breakfast then head out all day before returning later. 
Therefore, Airbnb is an ideal accommodation choice for backpackers. The measurement of 
whether customers identify themselves as backpackers was considered as the partial reason for 
choosing Airbnb. 
 
3.6.3 Back translations 
Back translation is the process required to ensure that the words used in a data collection 
instrument, such as a questionnaire, have the same meaning in both the local and the original 
language (Cavana et al., 2001). Many researchers had approved the success of using back 
translation in their researches, such as Fink (1963) and Wener and Campbell (1970). During 
this process, two bilinguals are employed. In this study, part of the survey elements was carried 
on from Guttentag and fellow researchers’ study in 2017, which is in English. Therefore, the 
initial version of the questionnaire was conducted in English and then translated into the target 
language – Chinese, by the researcher, who is a native Chinese speaker. A lecturer who 
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graduated with a Master in English Education, working at Eldath Language Institution in 
Harbin, China, who is fluent both in English and Chinese, blindly translated the questionnaire 
back into English. A back-translation was undertaken to check the English and Chinese 
equivalence by an academic from the English department at Hei Longjiang University of 
Science and Technology (HLJUST) in China. The process was repeated until the English 
professor from HLJUST validated that the questionnaire was adequately translated.  
 
3.7 Data analysis 
Once the questionnaire was completed, it was ready to spread the survey and collect data. All 
data analyses were conducted using the SPSS system. Various analyses, such as factor analysis 
and cluster analysis, were used to answer the research questions addressed in this study. 
Furthermore, ANOVA and Chi-square tests were adopted to detect distinctions among various 
variables and different clusters, which are explained further in detail below. 
  
A factor analysis was conducted based on the seventeen Airbnb motivation items that 
Guttentag and other colleagues had tested in 2017. Another factor analysis was conducted 
based on Schwartz's value scales (1992). Factor analysis is usually conducted on metric 
variables. It reduces the number of variables to summarize the data or to perform a data 
reduction, where the choice depends on one's objectives and the researcher's knowledge. By 
analyzing the factors, the share of variance can be explained and ranked according to 
importance. The ANOVA test was assessed to determine whether there is a significant 
difference across a selection of variables, including demographics, accommodation usages and 
motivations, and also to detect differences among the explored clusters. Chi-square is 
achieved through testing for an association between two nominal/ordinal variables, where it 
looks at how the observed values differ from the expected. In this case, the Chi-square test 
assessed whether there was an equal distribution across the demographic such as gender: 
whether males and females have different purchasing behaviours regarding accommodation.  
  
A cluster analysis involving 17 Airbnb motivators was undertaken. Based on the users' 
motivations for choosing Airbnb, the clusters could then be segmented into different categories. 
A comparison between Chinese segments and the segments proposed in Guttentag and fellow 





3.8 Ethical considerations 
There are certain ethical issues in current research. As mentioned above, all participants 
reported their approval of participating in this research through the online consent form and 
information sheet. Before filling the questionnaire, the sample members were asked in Chinese 
whether they consented and agreed to participate in the research. The purpose of the consent 
form and information sheet was to ensure that the respondents participated  voluntarily in this 
research, or they could withdraw freely for any reason at any time before completing the survey. 
In addition, in the process of reading the consent form and information sheet, the respondents 
could fully understand the research objectives, and they were guaranteed that their responses 
would be treated as confidential and used only for specific survey purposes and academic 
purposes. None of their personal information would be leaked. Information including contact 
information such as e-mail address would only be collected from those who wished to 
participate in the lottery draws and would not be used for other purposes. 
 
In order to compare motivations for selecting a specific type of accommodation in China, the 
following demographic information was going to be gathered: age, gender, nationality, 
education level, marital status, employment status, average spending on accommodation per 
night. The demographic information collected was generic, such that participants would remain 
anonymous. 
 
In addition, this study was mostly conducted during the COVID-19 lockdown period in China. 
Self-isolation and quarantine have a significant impact on the efficiency of data collection. 
People were panicked during the epidemic so only a few people were interested in the 
questionnaire. Most of the responses collected were not completed. Nevertheless, the 




This chapter has presented the overall methodology structure and provided a complete idea 
about the evaluation of the research method. To sum up, an online survey quantitative research 
method was adopted. Snowball sampling was employed in collecting data and was analyzed 
using the SPSS system. All ethical issues were taken into consideration while conducting this 








In the previous chapter, the research methodology of the study was outlined. This chapter, 
Chapter Four, presents the results of the data analysis. Prior to addressing the research 
questions, response numbers, and data screening will be presented in Section 4.2. Subsequently, 
an overview of the sample is provided in Section 4.3. Factor analysis on Airbnb motivations 
and cluster analysis segmenting travellers will be discussed in Sections 4.4 and 4.5, 
respectively. The cluster profiling, communication channels and satisfaction and loyalty are 
provided in Sections 4.6, 4.7 and 4.8. Finally, various analysis methods were used to analyze 
the personal values of young Chinese travellers in Section 4.9. 
 
4.2 Response numbers and data screening 
A total of 296 useable surveys were collected. Qualtrics identical IP addresses were used to 
identify and examine whether they were from the same individual. The reply from 
Wenjuanxing is required to be answered through WeChat login authentication. The same 
WeChat ID can only be answered once. The collected responses were also screened out based 
on carelessness and incompleteness because these questionable responses might have a 
negative impact on the data set and skew findings (Huang et al., 2015). On the one hand, 
carelessness is evaluated by response time.  
 
Responses that are less than the minimum answer time per page were removed from further 
analysis. On the other hand, because the questionnaire contains many items, attention check 
questions were randomly placed in the questionnaire. Responses without meeting the standard 
were removed from data analysis. To be specific, each page of the questionnaire has a minimum 
completion time which was set based on a pretest responded to by three other researchers from 
the researcher's social circle. The questionnaire consisted of five pages in total, with the first 
page being the consent form and four sections from pages two to five. The minimum 
completion time on each page was allocated as follows: minimum 50 seconds for Section One 
– Airbnb motivations, minimum 150 seconds for Section Two – Personal Values, minimum 60 
seconds for Section Three – Airbnb Usage, and minimum 30 seconds for Section Four – 
Demographic. Questionnaires that did not reach the minimum time for answering and 
questionnaires that were not answered carefully would not be included in data analysis. 
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Furthermore, questions of attention check (e.g. Please select "strongly agree" in this row.) were 
added in the questionnaire randomly to prevent respondents from completing in a slipshod way. 
Finally, non-compliant and incomplete responses were removed from the further analysis. 
 
4.3 Characteristics of the overall sample 
The following five subsections summarize the final sample, which includes demographic 
characteristics, trip characteristics of respondents' latest Airbnb stay, accommodation usage 
characteristics, Airbnb usage history, and satisfaction and loyalty. 
 
4.3.1 Demographic characteristics 
Table 1 shows the demographic characteristics of the entire sample. Slightly more than half of 
the respondents (53.7%) were female. The subjects of the study were young people aged 18 to 
29. Among them, the largest group was 25-year-olds, accounting for 18.6% of the total. The 
sample was also well-educated, and more than 96.3% respondents had at least an undergraduate 
degree. More than half of the respondents (51.4%) were single. Almost half of the respondents 
(44.6%) were currently employed full-time, and 30.7% of the respondents were still studying. 
The sample had a relatively middle-range consumption, with 54.7% of the respondents who 
would like to pay more than RMB 200 per night on accommodation. 
  
Table 1. Demographic characteristics of respondents 
Characteristics % n  Characteristics % n 
Gender     Age     
Female 53.7 159  18 1.0 3 
Male 44.9 133  19 1.7 5 
Prefer not to say 1.4 4  20 7.1 21 
       21 10.1 30 
Highest level of education      22 11.1 33 
High School 3.7 11  23 9.5 28 
Undergraduate 64.5 191  24 13.5 40 
Postgraduate 28.4 84  25 18.6 55 
PhD or higher 3.4 10  26 9.1 27 
    27 6.4 19 
    28 8.8 26 




Characteristics % n  Characteristics % n 
Marital status      Accommodation budget per night 
Single 51.4 152  Less than RMB 200 17.9 53 
In a relationship 36.5 108  RMB 201 - 400 54.7 162 
Married 11.5 34  RMB 401 - 600 18.2 54 
Divorced 0.7 2  RMB 601 - 800 5.7 17 
Others      More than RMB 801 3.4 10 
         
Current employment status       
Employed full-time 44.6 132     
Employed part-time 5.7 17     
Unemployed 5.4 16     
Self-employed 13.5 40     
Student 30.7 91     
 
 
4.3.2 Trip characteristics 
As shown in Table 2, three quarters of respondents travelled for leisure during their last stay at 
Airbnb. As for destinations, nearly 60% were travelling domestically. It must be noticed that 
most of the past 12 months were during the COVID-19 period, when Chinese people could not 
travel abroad. Also, the vast majority of the respondents (more than 70%) did not describe 
themselves as “backpackers” during the trip. 
  
Table 2. Trip characteristics of respondents’ most recent Airbnb stay 
Characteristics % n  Characteristics % n 
Trip purpose   Destination type 
Leisure 75.0 222  Domestic 61.1 181 
Visit families and friends 6.1 18  International 38.9 115 
Business 6.4 19        
Convention,conference, 
event 6.1 18  Self-described "backpacker" on trip 
Others 6.4 19  Yes 27.7 82 
    No 72.3 214 







4.3.3 Accommodation usage characteristics of respondents’ most recent Airbnb stay 
Table 3 lists the figure on the accommodation that was chosen by respondents during their 
latest stay with Airbnb. It could be seen that more than half of the respondents chose to stay in 
an entire place, and almost all of the remaining respondents chose accommodation with private 
rooms. Only a small percentage of respondents (6.8%) stayed in a shared room (e.g. a bed in a 
room of the youth’s hostel). Most of the respondents spent a relatively short period at an Airbnb 
accommodation, which is less than four nights, ranging from one to three nights. Finally, nearly 
85% of the respondents stayed with at least one other guest. Among all the guest types, more 
than half of the respondents (56.4%) chose to stay in Airbnb with friends while using Airbnb, 
and 22.6% stayed with family members. 
  
Table 3. Trip characteristics of respondents’ most recent Airbnb stay 
Characteristics % n  Characteristics % n 
Type of Airbnb accommodation used   Number of other guests 
Entire place 54.4 161  0 6.1 18 
Private room 38.9 115  1 31.4 93 
Shared room 6.8 20  2 27.4 81 
       3 18.9 56 
Nights      4 8.4 25 
0 0.3 1  5 4.7 14 
1 17.6 52  6+ 3.0 9 
2 28.8 85       
3 27.8 82  Type of other guests     
4 7.1 21  Stayed alone 15.9 47 
5 6.4 19  Friend(s) 56.4 167 
6 3.7 11  Family(ies) 22.6 67 
7 1.4 4  Colleague(s) 3.0 9 
8~29 4.9 15  Others  2.0 6 
30+ 1.7 5     
Notes: "Entire place" refers to have a place for the guest to him or herself. "Private room" referred to having one’s 
own room and sharing some common spaces like the kitchen. "Shared space" refers to staying in a shared space, 
like a common room. It can also be observed that 47 respondents chose 'stayed alone' during their most recent 
Airbnb stay, while 18 respondents chose 'stayed with 0 guests', which should be the same number as 'stayed alone.' 
This could be caused by the misunderstanding of the questions when the respondents answered the questionnaire. 
  
4.3.4 Airbnb usage history 
Table 4 shows the characteristics of respondents' history of using Airbnb. As Airbnb first came 
into China in 2015, therefore, very few people had used Airbnb before then. Most of the 
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respondents started to use Airbnb from 2016 till 2019. More than half of the respondents had 
used Airbnb more than four times, as Airbnb is comparatively new, and the research period 
was during the COVID-19 period when travel was restricted. Nearly half of the respondents 
(48.6%) got to know Airbnb via word of mouth (e.g. friends, family, other travellers, etc.). 
Overall, it could be observed that from the communication sources that create people's 
awareness of Airbnb, word of mouth (WOM) is the most consistent with the communication 
source. The popularity of mass media and Airbnb advertising is significantly lower than word-
of-mouth communication. Fewer than one in ten respondents (8.8%) had experience as an 
Airbnb host. This figure may be slightly similar to what is usually expected because hosts 
should have their own houses or flats to rent out while the respondents were mostly young and 
single.  
  
Table 4. Respondents’ Airbnb usage history 
Characteristics % n  Characteristics % n 
Year first used Airbnb   Total times used Airbnb 
2010-2014 6.4 19  1 15.2 45 
2015 7.1 21  2 14.2 42 
2016 14.9 44  3 16.2 48 
2017 25.3 75  4 9.5 28 
2018 26.7 79  5 11.8 35 
2019 16.9 50  6 6.1 18 
2020 2.4 7  7 3.0 9 
       8 2.7 8 
Channel of knowing Airbnb  9 2.0 6 
Airbnb advertising 14.2 42  10 6.4 19 
Mass media 27.7 82  11+ 12.2 38 
Word of mouth 48.6 144        
Do not remember 9.1 27  Ever been an Airbnb host 
Others 0.3 1  Yes 8.8 26 
    No 91.2 270 
  
4.3.5 Satisfaction and loyalty 
As shown in Table 5, the respondents’ overall satisfaction with Airbnb is very high. Nearly 85% 
of respondents showed positive attitudes. They were "very satisfied", "satisfied" or "somewhat 
satisfied" with their latest stay using Airbnb. Similarly, the two loyalty indicators ("intentional 
recommendation" and "intentional reuse") were highly recognized. Nearly 90% of the 
respondents were "very likely" or "likely" to recommend Airbnb to others, more than 90% has 
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positive attitudes because they were "very likely", "likely" or "somewhat likely" to use Airbnb 
again during their next trips. 
 
Table 5. Satisfaction and loyalty towards Airbnb 
  % n    % n 
Satisfaction with general Airbnb stay  
Likehood of using Airbnb next 
time   
Neutral 5.7 17  Very unlikely 1.0 3 
Somewhat satisfied 20.3 60  Unlikely 1.0 3 
Satisfied 45.6 135  Somewhat unlikely 2.0 6 
Very Satisfied 20.9 62  Likely 35.1 104 
   Very likely 34.1 101 
Likehood of recommending Airbnb to 
others     
Neutral 7.1 21     
Somewhat likely 17.6 52     
Likely 43.2 128     
Very likely 29.4 87     
  
 
4.4 Motivations for choosing Airbnb 
4.4.1 Descriptive statistics 
The scale of motivations for choosing Airbnb includes 17 items. Table 6 lists descriptive 
statistics for each motivation. It can be seen from the table that, on average, the respondents 
agreed with almost all the motivation items (with 3.5 being the mathematical midpoint of the 
six-point scale). Among all the factors, "I want the money I spent to go to locals" is the lowest 
and closest to 3.5. Respondents mostly agreed with the motivation of "to have an authentic 
local experience". Other functional attributes were also more evenly recognized by the 
respondents, with "the access to household amenities" occupying the second place. 
Respondents also showed a high consensus on the motivation of "convenient location", while 
the other three attributes ("homely feel," "a large amount of space," and "receive useful local 
information and tips from the host") were slightly lower. In general, compared with experience 
motivations in other dimensions, the agreement of functional motivations (that is, the price and 
functional attributes dimensions) was more average. The higher degree of agreement on 
functional attributes is also related to Airbnb's different attributes and characteristics and the 
traditional hotel industry. 
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Respondents showed the greatest degree of agreement with motivations in terms of uniqueness 
and local authenticity. Among the unique and local authenticity items, the respondents showed 
mild agreement with the two items of "unique (non-standardized)" and "non-touristy 
neighbourhood" but expressed less agreement with "interaction with hosts and locals". Among 
the three novelty motivation items, respondents stated that they were relatively consistent with 
“exciting experience” and “something new and different”, but the consensus level on 
“unpredictable” item was slightly lower. Respondents also agreed with the bragging rights item. 
Finally, among the three sharing economy ethos motivation items, the respondents agreed more 
with the "Airbnb's philosophy." Respondents stated that there was almost no consensus on the 
"I want the money spent to go to locals" item, which was also the item with the least consensus 





Table 6. Descriptive statistics for the motivations to choose Airbnb 
Dimension (as Guttentag et al. proposed)       
Motivation M SD N 
Price     
For its comparatively low cost 4.46 1.01 296 
Functional attributes     
For the convenient location 4.62 0.95 296 
For the access to household amenities  4.88 1.04 296 
For the homely feel  4.54 1.18 296 
For the large amount of space  4.48 1.11 296 
To receive useful local information and tips from my host 4.43 1.21 296 
Unique and local authenticity      
To have an authentic local experience  4.92 0.92 296 
To have a unique (non-standardized) experience 4.47 1.09 296 
To stay in a non-touristy neighborhood  4.35 1.29 296 
To interact with host, locals 4.00 1.41 296 
Novelty      
I thought the experience would be exciting  4.69 0.98 296 
To do something new and different  4.57 1.11 296 
I thought the experience would be unpredictable 4.29 1.26 296 
Bragging rights     
To have an experience I could tell my friends/family about  4.41 1.26 296 
Sharing economy ethos      
I prefer the philosophy of Airbnb  4.60 1.12 296 
I wanted the money I spent go to locals 3.53 1.39 296 
Staying with Airbnb is environmentally friendly 4.33 1.21 296 






4.4.2 Exploratory factor analysis 
A factor analysis was conducted based on seventeen 'motivators' variables from Guttentag and 
researchers' study in 2017 (Motivator variables are shown in detail according to Appendix 
A. Factor analysis is usually conducted on metric variables. It reduces the number of variables 
to summarize the data or performs a data reduction, where the choice depends on one's 
objectives and the researcher's knowledge. In this case, the purpose of this study is mainly to 
identify the underlying structure in the motivations, and as mentioned above, fewer factors 
solutions will lead to a more straightforward interpretation. Afterwards, the variables are 
rotated to allow for a more straightforward interpretation of the factors. A reliability analysis 
was conducted based on the 17 motivation items, revealing a Cronbach's alpha of 0.900 
(N=296). Skewness and Kurtosis were used to determine the normality where the figure 
showed values smaller than +/- 1.5 and +/- 3, respectively (Appendix B). Thus, the distribution 
was normal. At least some of the variables had some significant correlations according to Table 
6. The shaded values showed that there is a significant amount of correlation as the variables 
were greater than +/- 0.3. An inter-item correlation matrix (shown in Appendix C) was 
examined. There was no need to remove any items, so the exploratory factor analysis was 
performed on all the 17 items. 
 
Exploratory factor analysis (EFA) was conducted to evaluate the validity so as to identify 
underlying factors among the items. From the theoretical perspectives, although Principal 
Component Analysis (PCA) is a more common technique in tourism literature, a Principal Axis 
Factoring (PAF) was considered to be more suitable for this analysis, because the primary goal 
was to identify latent factors instead of reducing data, and the scale was created with supposed 
underlying constructs (Tabachnick & Fidell, 2013). Also, it is noted that the principal axis 
factoring extraction method is a preferred extraction method within factor analysis. Almost like 
any social science research, the oblique rotation method was adopted because there were some 
correlations expected between the factors (Costello & Osborne, 2005). 
 
In this case, a quick Principal Axis Factoring (PAF) was run first to check the Factor 
Correlation Matrix. The Factor Correlation Matrix (shown in Appendix D1) shows that factors 
correlated with the values are all larger than +/- 0.3. Therefore, a Factor Correlation Matrix 
(PAF) was used as the objective was to figure out the motivation of young Chinese travellers 
using Airbnb. Also, an oblique rotation was used to identify latent dimensions. Among the 
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possible oblique rotations, direct oblimin was chosen because it is the most commonly used 
(Field, 2013). 
 
The Kaiser-Meyer-Olkin (KMO) Measure of Sample Adequacy is a measure to check whether 
the sample size is sufficient for further analysis. In this case, The Kaiser-Meyer-Olkin (KMO) 
measure of sampling adequacy had a very high value of 0.900. Bartlett's sphericity test was 
significant, p< 0.001, χ2 (105) = 2166.311, confirming the strength of the correlation between 
items. 
 
The scree plot (Appendix D2) was presented but was not very clear, suggesting that either three 
or four factors could be extracted. Kaiser's (1960) criterion (with eigenvalues greater than 1.0) 
would suggest a four-factor solution (shown in Appendix D3). However, it was not possible to 
use a cumulative percentage of variance as a PAF was conducted. 
 
According to Table 7 - Pattern Matrix, the 'to stay in a non-touristy neighbourhood' item cross-
loaded onto two factors, with similar factor loadings (0.327 and 0.301). The 'to have a unique 
(non-standardized) experience' item cross-loaded onto two factors with similar factor loadings 
(0.426 and 0.355). So, these two items were removed, while for factor 2, all five values showed 
negative, which means that these items were negatively related to this factor. Among the five 
items, the item "do something new and different" cross-loaded on both factors 2 and 3. 









1 2 3 4 
For its comparatively low cost    0.479 
For the convenient location    0.371 
To interact with host, locals    0.803 
To receive useful local information and tips from my host   0.691 
For the large amount of space   -0.698    
For the access to household amenities   -0.676    
For the homely feel   -0.734    
I thought the experience would be exciting     -0.637    
To do something new and different   -0.388 0.623   
To have an experience I could tell my friends/family about   0.380   
I thought the experience would be unpredictable  0.632   
To have a unique (non-standardized) experience 0.426  0.355   
I wanted the money I spent to go to locals 0.559     
Staying with Airbnb is environmentally friendly 0.786     
I prefer the philosophy of Airbnb  0.612     
To have an authentic local experience  0.473     
To stay in a non-touristy neighborhood  0.327  0.301   
Extraction Method: Principal Axis Factoring. 
 Rotation Method: Oblimin with Kaiser Normalization. 
a. Rotation converged in 17 iterations. 
  
The first reliability test was conducted on the five items under Factor 2. The Cronbach’s alpha 
decreased from 0.843 (five items under Factor 2) to 0.834 (four items after removing the item 
‘new and different’). The second reliability test was conducted on the three items under Factor 
3 after the item ‘unique (non-standardized) experience’ had been removed. The Cronbach’s 
alpha decreased from 0.749 (three items under Factor 3) to 0.630 (two items after removing 
the item ‘new and different’). It could be noticed that if this item were removed from Factor 3, 
it would have a more significant impact than removal from Factor 2 as the Cronbach’s alpha 
decreased more. Therefore, this item was finally decided to be included under Factor 3 instead 
of Factor 2. In sum, two-factor items - ‘have a unique (non-standardized) experience’ and ‘stay 




The remaining 15 variables again proved suitable for factor analysis – Cronbach’s alpha 
became 0.893 (N = 296), the KMO measure of sampling adequacy had a high value of 0.892, 
and Bartlett's sphericity test was significant, p < 0.001, χ2 (91) = 1907.065. All factors were 
correlated with the values which were all larger than +/- 0.3 (Appendix E1). The scree plot 
similarly suggested a four-factor solution but remained unclear (Appendix E2).  Kaiser's (1960) 
criterion (with eigenvalues greater than 1.0) would suggest a four-factor solution (shown in 
Appendix E3). However, it is not possible to use a cumulative percentage of variance as a PAF 
was conducted. 
  
According to Table 8 - Pattern Matrix, all the values showed negative for Factors 2 and 3, 
which means that these items are negatively related to this factor. The ‘exciting experience’ 
item cross-loaded onto two factors, with factor loadings of -0.552 and -0.368, so these items 
were removed, and the analysis was repeated with the remaining 14 variables. 
  




1 2 3 4 
For its comparatively low cost    0.641 
For the convenient location    0.491 
To interact with host, locals    0.547 
To receive useful local information and tips from my host   0.480 
For the large amount of space   -0.644   
For the access to household amenities   -0.670   
For the homely feel   -0.682   
I thought the experience would be exciting   -0.552 -0.368  
To do something new and different    -0.733  
To have an experience I could tell my friends/family about  -0.505  
I thought the experience would be unpredictable  -0.633  
I wanted the money I spent to go to locals 0.699    
Staying with Airbnb is environmentally friendly 0.827  
  
I prefer the philosophy of Airbnb  0.540  
  
To have an authentic local experience  0.386    
Extraction Method: Principal Axis Factoring. 
 Rotation Method: Oblimin with Kaiser Normalization. 
a. Rotation converged in 17 iterations. 
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The remaining 14 variables proved suitable for factor analysis – Cronbach’s alpha became 
0.884 (N = 296), the KMO measure of sampling adequacy had a value of 0.883, and Bartlett's 
sphericity test was significant, p< 0.001, χ2 (91) = 1665.107. All factors were correlated with 
the values which were all larger than +/- 0.3 (Appendix F1). The scree plot similarly suggested 
a four-factor solution but remained unclear (Appendix F2).  Kaiser's (1960) criterion (with 
eigenvalues greater than 1.0) would suggest a four-factor solution (shown in Appendix F3). 
However, it was not possible to use a cumulative percentage of variance as a PAF was 
conducted. 
 
According to Table 9, all of the factor loadings for the given Factors 2 and 3 were negative, 
which showed the factors were negatively correlated with the other factors. In this case, PAF 
was adopted as the factors were correlated, and the EFA adopted the direct oblimin as it is 
commonly used (Field, 2013). Therefore, in order to confirm the indicators were working 
together as a related set of items, a confirmatory factor analysis was conducted using the 









1 2 3 4 
For its comparatively low cost    0.650 
For the convenient location    0.488 
To interact with host, locals    0.542 
To receive useful local information and tips from my host   0.470 
For the large amount of space   -0.635   
For the access to household amenities   -0.749   
For the homely feel   -0.664   
To do something new and different    -0.692  
To have an experience I could tell my friends/family about   -0.528  
I thought the experience would be unpredictable  -0.665  
I wanted the money I spent to go to locals 0.704    
Staying with Airbnb is environmentally friendly 0.860    
I prefer the philosophy of Airbnb  0.531    
To have an authentic local experience  0.365    
Extraction Method: Principal Axis Factoring. 
 Rotation Method: Oblimin with Kaiser Normalization. 
a. Rotation converged in 17 iterations. 
 
4.4.3 Confirmatory factor analysis 
A Principle Axis Factoring (PAF) using the Promax rotation method was conducted (Factor 
Correlation Matrix was shown in Appendix G1). The Kaiser-Meyer-Olkin (KMO) measure of 
sampling adequacy had a very high value of 0.900. Bartlett’s test of sphericity was significant, 
χ2 (105) = 2166.311, p< 0.001, confirming the strength of the inter-item correlations. The scree 
plot (Appendix G2) suggested either three or four factors. Kaiser’s (1960) criterion (of retaining 
factors with eigenvalues above 1.0) would have suggested a four-factor solution (shown in 
Appendix G3).  
  
According to Table 10 - Pattern Matrix, the ‘exciting experience’ item cross-loaded onto two 
factors with factor loadings (0.600 and 0.334). The ‘to have a unique (non-standardized) 
experience’ item cross-loaded onto two factors and had similar factor loadings (0.469 and 
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0.394). The ‘to stay in a non-touristy neighbourhood’ item cross-loaded onto two factors, and 
both had similar factor loadings (0.398 and 0.302), so these three items were removed.  
 




1 2 3 4 
For its comparatively low cost    0.532 
For the convenient location    0.374 
To interact with host, locals    0.831 
To receive useful local information and tips from my host   0.707 
For the large amount of space 0.726    
For the access to household amenities 0.701    
For the homely feel 0.775    
I thought the experience would be exciting 0.600 0.334   
To do something new and different  0.742   
To have an experience I could tell my friends/family about 0.451   
I thought the experience would be unpredictable  0.773   
To have a unique (non-standardized) experience  0.469 0.394  
I wanted the money I spent to go to locals   0.569  
Staying with Airbnb is environmentally friendly   0.830  
I prefer the philosophy of Airbnb   0.628  
To have an authentic local experience   0.456  
To stay in a non-touristy neighborhood  0.398 0.302  
Extraction Method: Principal Axis Factoring. 
 Rotation Method:Promax with Kaiser Normalization. 
a. Rotation converged in 7 iterations. 
  
The remaining 14 variables proved suitable for factor analysis – Cronbach’s alpha became 
0.884 (N = 296), the KMO measure of sampling adequacy had a value of 0.883, and Bartlett's 
sphericity test was significant, p< 0.001,  χ2 (91) = 1665.107. All factors were correlated with 
the values which were all larger than +/- 0.3 (Appendix H1). The scree plot similarly suggested 
a four-factor solution but remained unclear (Appendix H2). Kaiser's (1960) criterion (with 
eigenvalues greater than 1.0) would suggest a four-factor solution (shown in Appendix H3). 





As a result, three factor items - ‘exciting experience’, ‘have a unique (non-standardized) 
experience,’ and ‘stay in the non-touristy neighbourhood’ were removed. The results of the 
factor analysis are presented in Table 11. There are several differences between the extracted 
factors and the original dimensions proposed by Guttentag and other colleagues (2017) in Table 
7. The first factor consisted of three items from the original Sharing economy Ethos dimension 
(‘money spent to go to locals,’ ‘environmentally friendly’ & ‘Airbnb’s philosophy’) and one 
item from the original dimension of local authenticity (‘authentic local experience’), with the 
Cronbach’s alpha of 0.792. The second factor consisted of all the original Home benefits 
dimension, with the Cronbach’s alpha of 0.804. The third factor, named Novelty, was 
composed of the three items that were initially suggested for this dimension, with the 
Cronbach’s alpha of 0.749. The fourth factor included two Interaction items plus the item ‘low 
cost’ and ‘location convenience,’ and proved suitable for factor analysis with the Cronbach’s 










Table 11. Factor analysis of the motivations to choose Airbnb 
Factor analysis of the motivations to choose Airbnb 
Factor Factors   
          (Motivation) 1 2 3 4 Communalities 
For its comparatively low cost    0.769 0.386 
For the convenient location    0.548 0.355 
Interaction      
To interact with host, locals    0.574 0.638 
To receive useful local info/tips from my host    0.491 0.516 
Home benefits      
For the large amount of space  0.652   0.505 
For the access to household amenities  0.774   0.586 
For the homely feel   0.682   0.666 
Novelty      
To do something new and different   0.808  0.620 
To have experience I could tell friends/family about  0.597  0.539 
I thought the experience would be unpredictable   0.773  0.426 
Sharing Economy Ethos      
I wanted the money I spent to go to locals 0.776    0.558 
Staying with Airbnb is environmentally friendly 0.973    0.674 
I prefer the philosophy of Airbnb 0.577    0.478 
Local Authenticity      
To have an authentic local experience 0.367    0.400 
       
        
Eigenvalues 5.681 1.337 1.204 1.106   
Cronbach's α 0.792 0.804 0.749 0.736   
Extraction Method: Principal Axis Factoring.  
 Rotation Method: Promax with Kaiser Normalization. 
a. Rotation converged in 6 iterations. 







4.5 Cluster analysis 
A cluster analysis was conducted based on a relatively large number of motivation items – 17 
motivators. The questionnaire has a sample of 296. Even though this is not representative of 
all young Airbnb users in China, it can be used to study the tendency of Airbnb usage in the 
initial phase. In this case, the researcher thought it sufficiently adequate to continue with the 
cluster analysis. Besides, it is challenging to evaluate multicollinear factors' real influence as 
one variable may impact the analysis more than another. 
  
4.5.1 Interpretation of the cluster solution 
The Ward method with squared Euclidean distance was applied for the agglomerative 
hierarchical clustering, as it tends to produce homogeneous clusters, therefore, it is 
recommended and often used in the clustering process (Hair et al., 2014). As indicated by the 
coalescence coefficient, in the subsequent clustering stage, the percentage change of 
heterogeneity within the cluster is used to select the optimal number of clusters (Hair et al., 
2014). The Ward method most strongly recommends the use of three or four sets of solutions 
and possibly seven sets of solutions, especially considering that the overall trend of the method 
shows that there are too few clusters (Hair et al., 2014). It is generally believed that K-means 
is better than hierarchical methods because it is less susceptible to outliers and irrelevant 
variables (Hair et al., 2014). The researcher obtained four different clusters derived from an 
agglomerative hierarchical clustering method, the dendrogram (Appendix I1) begins by 
combing all the cases until it becomes one single case. 
 
The criterion employed for this is Ward's method, where it uses a squared Euclidean distance, 
which measures the distances between points in a straight line. The squared Euclidean distance 
is the sum of the absolute differences of the variables. Thereby, the hierarchical clustering 
method was used for determining the number of clusters. Afterwards, a non-hierarchical 
clustering method was needed to re-allocate the cases into separate clusters, which only occurs 
once the number of clusters has been determined. This is achieved using K-means clustering, 
which will provide the Final Cluster Centers (Appendix I2). It is also necessary to check 
whether there is a significant difference between the clusters through an ANOVA 
table (Appendix I3). Table 15 shows there is a significant difference between the clusters as all 




Table 10 lists the group means of the four selected factor solutions. These market segments 
were named according to their motivations to choose Airbnb. The table included counts and 
percentages for each segment, but due to the fact that the study used non-probability sampling, 
these proportions should not be interpreted as an accurate indicator of each segment's relative 
size in the Airbnb user community. In order to simplify the interpretation, the motivations were 
organized according to the exploratory factor analysis solution (Table 7). The cluster solution 
also reinserted the three motivation items which were excluded from the factor analysis: The 
'unique (non-standardized experience),' 'stay in a non-touristy neighbourhood' motivations, and 
'exciting experience' which were excluded due to cross-loading onto more than one factor, have 
been included in the motivation list. In addition, for the convenience of interpretation, the cell 
value has been shaded according to the deviation of each variable from the sample mean. The 
F value in the last column of Table 12 shows the result of the univariate ANOVA test, 
comparing the average score of each segment. The values are mainly used as indicators to 






Table 12. The motivation-based cluster solution 
 









Factor n=100 n=40 n=116 n=40 (N=296)  
        Motivation 33.80% 13.50% 39.20% 13.50% M SD  
For its comparatively low cost 4.76 4.58 4.37 3.83 4.46 1.014 11.365  
For the convenient location 5.08 4.95 4.43 3.68 4.62 0.953 27.785  
 
Interaction         
To interact with host, locals 5.11 4.28 3.62 2.05 4.00 1.412 78.999  
To receive useful local information and 
tips from my host 5.16 4.70 4.29 2.70 4.43 1.208 50.410  
 
Home benefits         
For the large amount of space  5.12 4.83 4.17 3.40 4.48 1.108 51.059  
For the access to household amenities  5.35 5.20 4.70 3.93 4.88 1.036 38.378  
For the homely feel  5.29 4.83 4.33 3.00 4.54 1.178 66.639  
 
Novelty         
I thought the experience would be 
exciting  5.36 5.15 4.31 3.68 4.69 0.979 57.559  
To do something new and different  5.24 5.30 4.18 3.28 4.57 1.109 48.476  
To have an experience I could tell my 
friends/family about  5.21 4.83 4.19 2.65 4.41 1.256 51.481  
I thought the experience would be 
unpredictable 4.87 4.93 4.03 2.98 4.29 1.264 36.203  
To have a unique (non-standardized) 
experience 5.08 4.38 4.32 3.48 4.47 1.092 54.766  
 
Sharing Economy Ethos         
I wanted the money I spent to go to locals 4.74 2.38 3.41 2.00 3.53 1.390 63.223  
Staying with Airbnb is environmentally 
friendly 5.23 3.20 4.44 2.90 4.33 1.207 91.342  
I prefer the philosophy of Airbnb  5.40 4.08 4.56 3.28 4.60 1.115 65.690  
 
Local Authenticity         
To have an authentic local experience  5.56 4.93 4.70 3.93 4.92 0.922 46.585  
To stay in a non-touristy neighborhood  4.84 4.55 4.21 3.35 4.35 1.285 20.694  
 
Notes: All items were measured using a six-point Likert scale ranging from 1 = “Strongly disagree” to 6 = 




4.5.1.1 Easy-going consumers 
A total of 100 respondents (out of 296 respondents) were grouped under the first segment, 
consisting of 33.8%. The first segment in Table 16, Easy-going consumers, was basically 
motivated to use Airbnb by all the motivators. They are easily affected by all possible factors 
and feel that everything is essential. Among all the motivations, Easy-going consumers showed 
the most substantial levels of agreement with the ‘authentic local experience’ motivation, with 
the mean score of 5.56 being the highest cell value in the entire table. Easy-going consumers 
also strongly agreed with most of the other motivations with limited differentiation among the 
segments with other motivations, including all the Interaction, Home benefits, Novelty, 
Sharing economy, and Local authenticity items. In contrast, Easy-going consumers showed the 
least agreement levels with the ‘I want the money spent to go to locals’ with a mean score of 
4.74. To sum up, Easy-going consumers were accommodating and suggestible, and were easily 
attracted by all the motivators, especially having an authentic local experience. 
  
4.5.1.2 Non-collaborative consumers 
40 out of 296 respondents (13.5%) were segmented as the second cluster – Non-collaborative 
consumers. Non-collaborative consumers were generally attracted to use Airbnb by mostly all 
the motivations besides the three Sharing Economy Ethos items related to collaborative 
consumption and one item of Novelty (unique (non-standardized) experience). The Non-
collaborative Consumers showed relatively low levels of agreement with the ‘money to locals’ 
(M=2.38) and ‘environmentally friendly’ (M=3.20) items but showed above-average 
agreement with the ‘Airbnb’s philosophy’ item (M=4.08, which was still less than the sample 
mean). Meanwhile, they showed generally above average agreement with Function, 
Interaction, Home benefits, Novelty and Local authenticity items. In sum, Non-collaborative 
Consumers could be attracted by most motivators, but they did not really pay attention to the 
sharing economy ethos even though the philosophy of Airbnb is mostly related to collaborative 
consumption. 
  
4.5.1.3 Egocentric consumers 
The third cluster, named Egocentric consumers, had the most respondents (116 out of 296 
respondents), consisting of 39.2%. The Egocentric consumers were not particularly attracted 
by any type of motivation to use Airbnb, but on the other hand, all characteristics are relatively 
evenly important. Among all the motivations, the Egocentric consumers showed the most 
substantial levels of agreement with the ‘access to home amenities’ and ‘authentic local 
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experience’ items with a same mean score of 4.70. Furthermore, they showed the least levels 
of agreement with the ‘I want my money spent to go to locals’ item, but with the mean score 
of 3.41, which is very near the average mean score of 3.50 (mid-point of six-point scale). 
Following the item ‘interact with locals,’ with the mean score of 3.62, was the penultimate 
factor that motivated this group of travellers to use Airbnb. In sum, Egocentric consumers were 
self-centred, more concerned about their own experience and benefits. They required others to 
serve themselves (would like to receive important information and tips from locals) but do not 
want to interact. 
  
4.5.1.4 Captious consumers 
With the same number of respondents as cluster two (n=40), the fourth cluster was named the 
Captious consumers, consisting of 13.5%. They were the group of consumers who disagreed 
with most of the variables, besides ‘low cost (M=3.83)’, ‘convenient location (M=3.68)’, 
‘access to home amenities (M=3.93)’, ‘exciting experience (M=3.68)’ and ‘authentic local 
experience (M=3.93)’ items. However, all the motivations that were agreed upon had only a 
slightly higher mean score than 3.50. Among all the motivations, Captious consumers showed 
the least agreement levels with the ‘money to locals’ motivation, with the mean score of 2.00 
being the lowest cell value in the entire table. In sum, Captious consumers were quite picky 
and fussy, and were not attracted by all the motivations. 
  
4.6 Cluster profiling  
Based on the motivations to choose Airbnb, the four clusters were named Easy-
going consumers, Non-collaborative consumers, Egocentric consumers and Captious 
consumers.  Various analyses were used to interpret and understand the different segments 
better. A Chi-square test was used to assess the differences between the segments.  
 
Starting from the demographic characteristics, Table 13 represents that there were no 
statistically significant differences detected between the segments regarding age, the highest 
level of education completed, marital status or accommodation budget per night. The result of 
gender is significant as p value=0.02 was less than the designated alpha level (normally 0.05). 
Especially noticeable is the difference between the second cluster and the fourth cluster. Non-
collaborative consumers consisted of 70% of females and 30% of males, which means that 
male travellers paid more attention to sharing economy and collaborative consumption than 
female travellers. Captious consumers consisted of 62.5% male and 37.5% female, which 
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showed that male travellers users were pickier while using Airbnb. The segments also differed 
concerning current employment status as p value=0.000. Respondents who were employed full 
time contributed the most among the four clusters, as they were relatively financially stable to 
pay for accommodation during trips. Students also accounted for a large proportion. 
  











consumers Total Chi-square 
Gender (%)       
Female 54.0 70.0 53.4 37.5 53.7 
p=0.020 
<0.050 Male 46.0 30.0 43.1 62.5 44.9 




      
Age (%)       
18 0.0 2.5 0.9 2.5 1.0 
p=0.183 
19 1.0 2.5 0.9 5.0 1.7 
20 6.0 2.5 11.2 2.5 7.1 
21 13.0 10.0 7.8 10.0 10.1 
22 10.0 17.5 10.3 10.0 11.1 
23 7.0 17.5 8.6 10.0 9.5 
24 8.0 12.5 15.5 22.5 13.5 
25 15.0 10.0 24.1 20.0 18.6 
26 13.0 10.0 6.9 5.0 9.1 
27 8.0 5.0 6.9 2.5 6.4 
28 16.0 7.5 3.4 7.5 8.8 
29 3.0 2.5 2.6 2.5 2.7 
  
       
Highest level of education (%)      
High School 4.0 5.0 4.3 0.0 3.7 
p=0.119 
Undergraduate 66.0 72.5 64.7 52.5 64.5 
Postgraduate 24.0 17.5 30.2 45.0 28.4 
PhD or higher 6.0 5.0 0.9 2.5 3.4 
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Marital status (%)        
Single 43.0 50.0 56.9 57.5 51.4 
p=0.232 
In a relationship 38.0 40.0 35.3 32.5 36.5 
Married 18.0 10.0 7.8 7.5 11.5 
Divorced 1.0 0.0 0.0 2.5 0.7 
        
Current employment status (%)      
Employed full-time 57.0 35.0 37.9 42.5 44.6 
p=0.000 
<0.001 
Employed part-time 3.0 7.5 5.2 12.5 5.7 
Unemployed 4.0 0.0 10.3 0.0 5.4 
Self-employed 8.0 10.0 13.7 27.5 13.5 
Student 28.0 47.5 31.9 17.5 30.7 
        
Accommodation budget per night (%)     
Less than RMB 200 18.0 17.5 19.0 15.0 17.9 
p=0.285 
RMB 201 - 400 45.0 62.5 59.5 57.5 54.7 
RMB 401 - 600 23.0 12.5 14.7 22.5 18.2 
RMB 601 - 800 8.0 7.5 5.2 0.0 5.7 
More than RMB 801 6.0 0.0 1.7 5.0 3.4 
  
As shown in Table 14, when looking at the travel characteristics of young Chinese travellers’ 
latest Airbnb stay, there was no difference in travel purpose or destination type. However, when 
observing whether travellers consider themselves backpackers, there are significant differences 
between these segments. Egocentric consumers were least likely to be backpackers. Easy-going 



















Trip purpose (%)       
Leisure 69.0 77.5 75.9 85.0 75.0 
p=0.095 
Visit families and friends 8.0 7.5 3.4 7.5 6.1 
Business 5.0 2.5 11.2 0.0 6.4 
Convention,conference, 
event 11.0 2.5 4.3 2.5 6.1 
Others 7.0 10.0 5.2 5.0 6.4 
        
Destination type (%)       
Domestic 64.0 62.5 61.2 52.5 61.1 p=0.625 International 36.0 37.5 38.8 47.5 38.9 
        
Self-described "backpacker" on trip 
(%)     
 
Yes 42.0 25.0 19.0 20.0 27.7 
p=0.001 
No 58.0 75.0 81.0 80.0 72.3 
  
As presented in Table 15, these market segments vary significantly in terms of the 
characteristics of accommodation usage in their latest Airbnb experience. There are significant 
distinctions among the types of Airbnb accommodations used by these segments. The Non-
collaborative, Egocentric and Captious consumers were most likely to have rented an entire 
place, but the Easy-going consumers were especially likely to have rented private rooms with 
a shared public area. Regarding “Number of nights,” Egocentric consumers were distinguished 
from the other three segments as they had higher possibilities to stay longer. Significant 
differences were found with regards to “Number of other guests.” Egocentric consumers were 
distinguished from the other three segments as they might stay with more guests. All four 




















Type of Airbnb accommodation used 
(%)      
Entire place 40.0 55.0 60.3 72.5 54.4 
p=0.003 
<0.05 Private room 53.0 42.5 30.2 25.0 38.9 
Shared room 7.0 2.5 9.5 2.5 6.8 
        
Nights (%)       
0 0.0 2.5 0.0 0.0 0.3 
p=0.600 
1 10.0 25.0 21.7 17.5 17.6 
2 33.0 27.5 27.0 25.0 28.8 
3 24.0 27.5 26.1 42.5 27.8 
4 8.0 5.0 7.8 5.0 7.1 
5 9.0 2.5 5.2 7.5 6.4 
6 6.0 2.5 2.6 2.5 3.7 
7 2.0 0.0 1.7 0.0 1.4 
8~29 6.0 7.5 11.3 0.0 4.9 
30+ 2.0 0.0 2.6 0.0 1.7 
        
Number of other guests (%)      
0 3.0 5.0 7.8 10.0 6.1 
p=0.003 
<0.05 
1 31.0 45.0 22.4 45.0 31.4 
2 33.0 25.0 26.7 17.5 27.4 
3 22.0 10.0 21.6 12.5 18.9 
4 2.0 7.5 14.7 7.5 8.4 
5 7.0 0.0 5.2 2.5 4.7 
6+ 2.0 7.5 1.7 5.0 3.0 
       
Type of other guests (%)      
Stayed alone 13.0 17.5 19.8 10.0 15.9 
p=0.745 
Friend(s) 58.0 57.5 50.9 67.5 56.4 
Family(ies) 24.0 22.5 22.4 20.0 22.6 
Colleague(s) 4.0 0.0 4.3 0.0 3.0 





According to Table 16, there were significant differences found for two variables related to 
Airbnb usage history, which were year first used Airbnb, and ever been an Airbnb host. With 
regards to the year tourists first used Airbnb, most consumers used Airbnb for the first time in 
2017. The least consumers started to use Airbnb in 2020, which may be caused by COVID-19 
when people could not travel often. Regarding the total number of times Airbnb was used, the 
Egocentric consumers had used Airbnb the fewest times, and the Easy-going consumers had 
used it the most. Finally, regarding whether or not the respondents had ever been an Airbnb 
host, the Easy-going consumers were particularly likely to have acted in that role compared 
with the other three clusters. 
  
Table 16. Airbnb usage history of the segments 










Year first used Airbnb (%)       
2010-2014 7 7.5 5.2 7.5 6.5 
p=0.010 
 
2015 1 7.5 11.3 10 7.1  
2016 18 5 15.7 15 14.9  
2017 22 52.5 20 22.5 25.4  
2018 27 20 26.1 35 26.8  
2019 22 7.5 18.3 10 16.9  
2020 3 0 3.5 0 2.4  
  
Total times used Airbnb (%)       
1 17 5 19.8 7.5 15.2 
p=0.719 
 
2 12 22.5 14.7 10 14.2  
3 18 15 16.4 12.5 16.2  
4 8 10 9.5 12.5 9.5  
5 9 17.5 6.9 27.5 11.8  
6 4 7.5 8.6 2.5 6.1  
7 4 2.5 1.7 5 3  
8 3 2.5 3.4 0 2.7  
9 4 0 0.9 2.5 2  
10 6 5 6 10 6.4  
11+ 15 12.5 12.3 10 12.5  
  
Ever been an Airbnb host (%)       
Yes 21 2.5 2.6 2.5 8.8 p=0.000  
No 79 97.5 97.4 97.5 91.2 <0.001  
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4.7 Communication channels 
As shown in Table 17, the four clusters have significant differences in terms of being affected 
by various communication channels. All four segments got to know Airbnb through word of 
mouth the most, with the Captious consumers accounting for the most at 67.5% 
 














Channel of knowing Airbnb 
(%)      
Airbnb advertising 24.0 5.0 11.2 7.5 14.2 
p=0.001 
Mass media 30.0 25.0 33.6 7.5 27.7 
Word of mouth 41.0 55.0 46.6 67.5 48.6 
Do not remember 5.0 15.0 8.6 15.0 9.1 
Others 0.0 0.0 0.0 2.5 0.3 
  
4.8 Satisfaction and loyalty 
In terms of satisfaction with Airbnb’s latest accommodation and loyalty to Airbnb, these four 
segments showed significant differences in recommending Airbnb to others and reusing Airbnb 
during their next trips (Table 18). Satisfaction was highest among the Easy-going consumers, 
with more than 89% of consumers satisfied and very satisfied with their general Airbnb 
experience, which is comparatively high. Satisfaction was lowest among the Captious 
consumers, as only 30% of the users were satisfied or very satisfied with their general stay, and 
15% of the users were very dissatisfied or dissatisfied with their stay. 
  
90% of the Easy-going consumers held very positive attitudes of recommending Airbnb to 
others, which was considered very high. The Non-collaborative, Egocentric and Captious 
consumers were quite likely to recommend Airbnb to others, with relatively similar 
percentages of 62.5%, 65.6% and 60%, respectively. 
  
Also, 85% of the Easy-going consumers were quite likely to recommend Airbnb to others or 
reuse Airbnb during their next trip. 65.6% of the Non-collaborative consumers and 65.6 % of 
the Egocentric consumers were likely or very likely to reuse Airbnb. While the likelihood of 
reuse Airbnb was lowest among the Captious consumers, not even half (45%) of the segment 
was likely or very likely to use Airbnb during their next trips. 
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Satisfaction with general Airbnb stay      
Very dissatisfied 4.0 0.0 1.7 12.5 3.7 
p=0.000 
Dissatisfied 1.0 2.5 0.0 2.5 1.0 
Somewhat dissatisfied 0.0 5.0 0.9 12.5 2.7 
Neutral 2.0 7.5 6.9 10.0 5.7 
Somewhat satisfied 4.0 15.0 31.9 32.5 20.3 
Satisfied 46.0 55.0 50.9 20.0 45.6 
Very satisfied 43.0 15.0 7.8 10.0 20.9 
 
 
      
Likelihood of recommending Airbnb to 
others      
Very unlikely 1.0 2.5 1.7 0.0 1.4 
p=0.000 
Unlikely 0.0 2.5 0.0 0.0 0.3 
Somewhat unlikely 1.0 2.5 0.0 2.5 1.0 
Neutral 0.0 10.0 6.0 25.0 7.1 
Somewhat likely 8.0 20.0 26.7 12.5 17.6 
Likely 41.0 37.5 46.6 45.0 43.2 
Very likely 49.0 25.0 19.0 15.0 29.4 
  
       
Likelihood of using Airbnb next time      
Very unlikely 1.0 0.0 0.9 2.5 1.0 
p=0.000 
Unlikely 0.0 2.5 0.0 5.0 1.0 
Somewhat unlikely 1.0 5.0 0.0 7.5 2.0 
Neutral 1.0 10.0 8.6 22.5 8.1 
Somewhat likely 12.0 17.5 25.0 17.5 18.6 
Likely 33.0 30.0 44.0 20.0 35.1 
Very likely 52.0 35.0 21.6 25.0 34.1 
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4.9 Personal value profiles 
4.9.1 Reliability test 
The adaption of Schwartz’s full-scale value items has high internal consistency. A reliability 
analysis was conducted on the 56 personal value items (Schwartz, 1992), revealing a 
Cronbach's alpha of 0.959 (N=296).  
 
Taking as a criterion the interpretation of Cronbach's alpha of Cortina (1993), the subscale with 
acceptable reliability index is 0.700, 0.800 or greater is preferred. According to Table 19 – 
reliability of the ten value domains - the subscales' Conformity' (α=0.683) was greater than 
0.600 and close to 0.700. Therefore, based on the criteria previously used, the ability to capture 
individual differences was questionable. On the lower level subscales' Hedonism' (α=0.455), 
the reliability of such a subscale was unacceptable to reach such a low value on the Cronbach 
alpha coefficient. However, the removal of 'Hedonism' led to the reduction of Cronbach alpha 
to 0.957. Therefore, no dimension requested to be removed at this stage. 
 
Table 19. Reliability of the ten value domains 
Domain Value Cronbach's alpha 
Self-Direction   0.745 
Stimulation  0.754 
Hedonism 0.455 
Achievement  0.835 
Power 0.800 
Security  0.764 
Conformity  0.683 
Tradition  0.743 
Benevolence  0.815 
Universalism  0.814 
 
4.9.2 Validity analysis 
Extracting the scale factors is performed by factor analysis to obtain a ratio greater than KMO 
0.9 (KMO = 0.929). Furthermore, analysis of significance by Bartlett’s sphericity test as p< 
0.001, confirmed the correlations between items.  
 
Skewness and Kurtosis were used to determine normality where the data showed values that 
were smaller than +/- 1.5 and +/- 3, respectively (Appendix J). In this case, the Skewness of 
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item 42 ‘healthy’ was -1.802, and the Kurtosis was 3.348. Thus, item 42 was removed from 
further analysis. The removal of this item led to no change of Cronbach’s alpha (0.959). 
 
4.9.3 Compute variables 
56 personal value items were computed based on value means, according to the ten value 
dimensions proposed by Schwartz (1992). These ten values are Self-Direction, Stimulation, 
Hedonism, Achievement, Power, Security, Conformity, Tradition, Benevolence, Universalism. 
 
Table 20 displays the group means of the computed ten-value dimensions for the selected four 
clusters – Easy-going consumers, Non-collaborative consumers, Egocentric consumers and 
Captious consumers. The table included counts and percentages for each segment. These 
percentages should not be interpreted as an accurate indicator of each segment’s relative size 
in the Airbnb user community as the study used non-probability sampling. In addition, for the 
convenience of interpretation, the cell value has been shaded according to the deviation of each 
variable from the sample mean, and the darker shade indicates a higher level of agreement with 
a given motivation.  
 
Table 20. Personal value dimension profiles of the segments 
Dimensions of Values  



















M SD  
Openness to 
change 
SD 7.71 7.23 7.21 7.50 7.42 1.127  
ST 7.07 6.46 6.23 6.33 6.56 1.503  
Self-
enhancement 
HE 7.20 6.64 6.50 6.14 6.71 1.354  
AC 7.55 7.02 6.96 6.94 7.16 1.120  
PO 6.26 5.28 5.15 4.43 5.44 2.145  
Conservation 
SE 7.88 7.37 7.39 7.03 7.51 1.007  
CO 7.47 6.78 6.80 6.23 6.95 1.225  
TR 6.96 5.89 6.11 5.43 6.27 1.412  
Self-
transcendence 
BE 7.54 6.95 7.00 6.87 7.16 1.038  
UN 7.71 7.13 7.09 6.88 7.28 0.944  
Notes: All items were measured on a nine-point Likert scale ranging from -1= “Opposed to my values” to 7= 
“Supreme important”, with 4.5 as the mathematical midpoint of the nine-point scale. The cluster mean scores 




As the guiding principle of their lives, Easy-going consumers regarded all the value dimensions 
as important. Among all ten value dimensions, they showed the most substantial levels of 
agreement with the ‘Security’ dimension, with the mean score of 7.88 being the highest cell 
value in the whole table. In contrast, they showed the least agreement levels with the ‘power’ 
dimension with a mean score of 6.26. To sum up, Easy-going consumers regarded everything 
as important, especially ‘security’. Even ‘power’ was least essential for them, the agreement 
level was still considered high compared with a mid-point of 4.50 (nine-point scale). 
 
Non-collaborative consumers 
Non-collaborative consumers showed relatively low levels of agreement with the ‘power’ item 
with a mean score of 5.28. In contrast, Non-collaborative consumers showed the highest levels 
of agreement with the ‘security’ item with a mean score of 7.37. They also agreed to some 
extent with ‘self-direction’ (M=7.23). In sum, even though the mean scores of all value 
dimensions were lower than sample means, Non-collaborative consumers still regarded all the 
values as quite important to them. 
 
Egocentric consumers 
Similar to all the other types of consumers, Egocentric consumers presented the least levels of 
agreement with the ‘power’ dimension with a mean score of 5.15. In contrast, they showed the 
highest levels of agreement with the ‘security’ dimension with a mean score of 7.39, which is 
relatively lower than the sample mean score. In sum, as the guiding principle of Egocentric 
consumers’ lives, security was the most important. Also, the self-transcendence values were 
comparatively essential for them, as the mean scores of BE and UN were higher than 7.00. 
 
Captious consumers 
Captious consumers were the group of consumers who showed the least agreement levels with 
the ‘power’ value dimension, with the mean score of 4.43 being the lowest cell value in the 
entire table. Also, this ‘power’ dimension was the only cell value that was lower than the mid-
point of 4.50 (nine-point scale), showing that Captious consumers showed disagreement with 
the power dimension. In contrast, Captious consumers showed the most substantial levels of 
agreement with the value dimension ‘self-direction’, with a mean score of 7.50 (higher than 
the sample mean 7.42). In sum, as the guiding principle of Captious consumers’ lives, self-
direction was the most important, and power was the least important for them. 
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To conclude, the ‘security’ value dimension was considered most important for all the other 
segments. On the contrary, the ‘power’ value dimension was least important for Easy-going 
consumers, Non-collaborative consumers and Egocentric consumers, and was not important 
for Captious consumers. 
 
4.9.4 Chi-square test 
As shown in Table 21, when looking at the 56 personal value items (Schwartz, 1992), no 
statistically significant difference was detected between the shaded items (20 items) as the P-
value was larger than the designated alpha level (normally 0.05). Therefore, a total of 20 items 
were removed from further analysis. 
  
Table 21. Pearson Chi-square for the personal scales 





5. Freedom 0.047  
16. Creativity 0.005  
31. Independent 0.066  
41. Choosing own goals 0.222  
53. Curious 0.372  
Stimulation (3) 
9. An exciting life 0.025  
25. A varied life  0.025  
37. Daring  0.005  
Hedonism (3) 
4. Pleasure  0.009  
21. Detachment 0.007  
Self-
enhancement 
50. Enjoying life  0.658  
Achievement 
(6) 
14. Self-respect  0.036  
34. Ambitious  0.007  
39. Influential  0.042  
43. Capable  0.005  
48. Intelligent 0.072  
55. Successful  0.124  
Power (5) 
3. Social power 0.000  
12. Wealth 0.264  
23. Social recognition 0.215  
27. Authority 0.236  





7. Sense of belonging  0.041  
8. Social order  0.048  
13. National security  0.001  
15. Reciprocation of favors  0.001  
22. Family security 0.175  
42. Healthy 0.513  
56. Clean 0.013  
Conformity (4) 
11. Politeness 0.109  
20. Self-discipline  0.000  
40. Honouring of parents and elders 0.011  
47. Obedient 0.004  
Tradition (5) 
18. Respect for tradition 0.000  
32. Moderate 0.000  
36. Humble  0.000  
44. Accepting my portion in life  0.003  





6. A spiritual life 0.012  
10. Meaning in life 0.080  
19. Mature love 0.026  
28. True friendship 0.034  
33. Loyal 0.056  
45. Honest  0.126  
49. Helpful  0.001  
52. Responsible  0.069  
54. Forgiving 0.029  
Universalism 
(9) 
1. Equality  0.003  
2. Inner harmony  0.001  
17. A world at peace  0.233  
24. Unity with nature 0.000  
26. Wisdom 0.015  
29. A world of beauty  0.000  
30. Social justice  0.285  
35. Broadminded 0.059  






4.9.4.1 Compare means 
Table 22 displays the group means of the remaining 36 value items for the selected four clusters 
- Easy-going consumers, Non-collaborative consumers, Egocentric consumers and Captious 
consumers. Reliability analysis was conducted on the 36 personal value items, revealing a 
Cronbach's alpha of 0.939 (N=296). The 36 remaining value items were allocated within ten 
value types measured using the Schwartz Value Survey (Schwartz, 1992), an instrument 
composed of 56 value items originally.  
  
The table includes counts and percentages for each segment. Since the study used non-
probability sampling, the percentages should not be interpreted as an accurate indicator of each 
segment's relative size in the Airbnb user community. In addition, for the convenience of 
interpretation, the cell value has been shaded according to the deviation of each variable from 






Table 22. Personal value profiles of the segments (36 items) 







consumers Total  








M SD  




5. Freedom  7.93 7.78 7.64 7.93 7.79 1.300  
16. Creativity  7.48 6.68 6.78 7.05 7.04 1.510  
Stimulation 
9. An exciting life  6.52 5.70 5.71 6.08 6.03 2.057  
25. A varied life  7.41 6.95 6.48 6.35 6.84 1.748  
37. Daring  7.29 6.73 6.50 6.55 6.80 1.679  
Hedonism 
4. Pleasure  8.11 7.73 7.59 7.63 7.79 1.337  
Self- 
enhancement 
21. Detachment 6.29 5.55 5.42 4.65 5.63 2.156  
Achievement 
14. Self-respect  8.12 7.90 7.52 7.87 7.82 1.303  
34. Ambitious  7.37 6.75 6.71 6.78 6.95 1.570  
39. Influential  6.94 6.13 6.43 5.73 6.47 1.783  
43. Capable 7.75 7.30 7.17 7.43 7.42 1.297  
Power 3. Social power  6.26 5.28 5.15 4.43 5.44 2.145  
Conservation 
Security 
7. Sense of belonging  7.67 7.20 7.08 6.85 7.26 1.677  
8. Social order  7.94 7.65 7.72 7.08 7.70 1.403  
13. National security  8.32 7.73 7.79 7.55 7.93 1.382  
15. Reciprocation of 
favors  7.70 7.05 7.24 6.77 7.31 1.551  
56. Clean  7.79 7.23 7.15 6.90 7.34 1.462  
Conformity 
20. Self-discipline  7.66 7.18 6.79 6.68 7.12 1.538  
40. Honouring of 
parents and elders 7.83 7.13 7.39 6.95 7.44 1.472  
47. Obedient  6.91 6.03 6.23 5.08 6.28 1.837  
Tradition 
18. Respect for tradition 7.17 6.40 6.34 5.53 6.52 1.894  
32. Moderate  7.78 6.70 7.10 6.83 7.24 1.461  
36. Humble  7.41 6.33 6.88 6.45 6.93 1.534  
44. Accepting my 
portion in life 6.15 5.30 5.40 4.38 5.50 2.443  




6. A spiritual life  7.74 7.35 7.21 7.25 7.41 1.518  
19. Mature love  7.53 7.20 6.78 6.90 7.10 1.661  
28. True friendship  7.70 7.28 7.59 7.45 7.56 1.311  
49. Helpful  7.40 6.28 6.72 6.45 6.85 1.615  
54. Forgiving  7.32 6.65 6.71 6.28 6.85 1.609  
Universalism 
1. Equality 7.73 7.10 6.80 6.80 7.16 1.589  
2. Inner harmony  7.93 7.25 6.92 7.00 7.32 1.433  
24. Unity with nature  7.16 6.38 6.21 5.73 6.49 1.813  
26. Wisdom  7.54 7.40 7.01 7.23 7.27 1.403  
29. A world of beauty  7.51 6.95 6.89 6.53 7.06 1.498  
38. Protecting the 
environment  7.92 6.90 7.36 6.65 7.39 1.490  
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Notes: All items were measured on a nine-point Likert scale ranging from -1= “Opposed to my values” to 7= 
“Supreme important”, with 4.5 as the mathematical midpoint of the nine-point scale. The cluster mean scores 
were shaded according to their deviation from the sample mean. 
  
  
4.9.4.1.1 Value profile of Easy-going consumers 
As the principle of the first segment's lives – Easy-going consumers – all the personal value 
items were important for them because all the mean scores were higher than 4.50 (mid-point 
of the nine-point scale). The remaining agreement with all personal value items also proved 
the name of this segment – easy-going. Among all the personal value items, Easy-going 
consumers showed the strongest levels of agreement with the 'National security' item, with the 
mean score of 8.32 being the highest cell value in the entire table. They also strongly agreed 
with most of the other value items with limited differentiation among the segments with other 
motivations. In contrast, Easy-going consumers showed the least levels of agreement with the 
'Accepting my portion in life' with the mean score of 6.15, which is still high compared with 
the midpoint of 4.50. Among the four dimensions, Easy-going consumers represented the self-
transcendence dimension best, as all of the mean scores were higher than 7.00. 
 
4.9.4.1.2 Value profile of Non-collaborative consumers 
The second segment – Non-collaborative consumers – showed agreement to all the personal 
value items as the principle of their lives, as all the mean scores were higher than 4.50. Among 
all the personal value items, Non-collaborative consumers showed the strongest levels of 
agreement with the 'self-respect' item with a mean score of 7.90. However, among all the value 
items, this group of people especially showed agreement with some particular items: a varied 
life, self-discipline, mature love, wisdom and self-respect (highest cell value in this segment). 
Non-collaborative consumers showed the least agreement with 'devout,' with a mean score of 
4.70, which was slightly higher than 4.50. This group of people also showed less agreement 
with the value type of 'tradition' as the range of mean scores were from 4.70 to 6.70, which was 
lower than the other types. 
 
4.9.4.1.3 Value profile of Egocentric consumers 
Egocentric consumers showed agreement with all the personal value items as the principle of 
their lives, as all the mean scores were higher than 4.50. Among all the personal value items, 
Non-collaborative consumers showed the strongest levels of agreement with the 'national 
security' item with the mean score of 7.79, and the least levels of agreement with the 'devout' 
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item with the mean score of 4.82. This group also showed a relatively higher agreement with 
'true friendship' with a mean score of 7.59, which was higher than the average mean of 7.56. 
Among all the value types, this group of consumers showed a more significant agreement with 
the security type as all of the mean scores were higher than 7.0. 
 
4.9.4.1.4 Value profile of Captious consumers 
The fourth group of consumers were Captious consumers who agreed with most of the value 
items when they considering as the principle of their lives, besides the item 'accept my portion 
in life' (M=4.38) and the item 'devout' (M=3.90, being the lowest cell value in the entire table). 
In contrast, Captious consumers showed high agreement with two items under the type of 'self-
direction' - 'freedom' and 'creativity,' one item under 'stimulation' – 'an exciting life,' and two 
items under 'achievement' – 'self-respect' and 'capable.' Among all the value items, Captious 
consumers showed the strongest agreement with the item 'freedom,' with the mean score of 
7.93. Basically, Captious consumers showed higher agreement with 'openness to change' and 
'self-enhancement.'  
 
Moreover, as shown in Table 23, when looking at the 10 personal value dimensions (Schwartz, 
1992), there were no statistically significant differences detected between the segments with 
regards to the shaded dimensions (Self-direction, Stimulation and Benevolence) as the P-value 
was larger than the designated alpha level (normally 0.05). Therefore, the items related to SD, 
ST and BE (17 items) were removed from further analysis. 
 
Table 23. Pearson Chi-square for personal value dimensions 
Value Type Dimensions Pearson  
Chi-square  
Openness to change SD 0.211  
ST 0.188  
Self-enhancement 
HE 0.040  
AC 0.006  
PO 0.000  
Conservation 
SE 0.002  
CO 0.000  
TR 0.000  
Self-transcendence BE 0.220  UN 0.007  
 
To conclude, 29 items removed from further analysis. 
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4.9.5 Factor analysis  
A factor analysis was conducted based on the remaining 26 'personal value' variables. In this 
case, this study's purpose was primarily to identify underlying dimensions amongst the 
motivations; fewer factor solutions would result in easier interpretation. 
 
A Principal Axis Factoring (PAF) was used. Among the possible oblique rotations, direct 
oblimin was chosen because it is the most commonly used (Field, 2013). In this case, The 
Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy had a high value of 0.913. Also, 
Bartlett’s sphericity test was significant, p < 0.001, χ2 (105) = 3223.552,  confirming the 
strength of the internal correlations. However, rotation failed to converge in 25 iterations. 
Therefore, the Promax rotation method was adopted, and the analysis was repeated.  
 
All factors were correlated because the values are all larger than +/- 0.3 (Appendix K1), so the 
adoption of PAF was proved to be ideal. Kaiser's (1960) criterion (with eigenvalues greater 
than 1.0) would suggest a six-factor solution (shown in Appendix K2). However, it was not 
possible to use a cumulative percentage of variance as a PAF was conducted. 
 
According to Table 24 – Communalities – ten items were removed from further analysis. 
Communality value is also a determinant of including or excluding variables in the factor 
analysis. Values greater than 0.5 are considered ideal. Therefore, the analysis was repeated 





Table 24. Communalities 
Communalities 
Value item Extraction  Value item Extraction 
1. Equality  0.383  26. Wisdom  0.520 
2. Inner harmony  0.620  29. A world of beauty 0.451 
3. Social power  0.514  32. Moderate 0.580 
4. Pleasure  0.551  34. Ambitious 0.459 
7. Sense of belonging  0.471  36. Humble  0.576 
8. Social order 0.572  38. Protecting the environment  0.480 
13. National security  0.446  39. Influential  0.638 
14. Self-respect  0.415  40. Honouring of parents and elders  0.544 
15. Reciprocation of favors  0.489  43. Capable  0.537 
18. Respect for tradition  0.491  44. Accepting my portion in life 0.516 
20. Self-discipline  0.670  47. Obedient  0.527 
21. Detachment  0.624  51. Devout 0.529 
24. Unity with nature  0.547   56. Clean  0.464 
Extraction Method: Principal Axis Factoring. 
 
The Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy had a high value of 0.888. 
Also, Bartlett’s sphericity test was significant, p < 0.001, χ2 (105) = 1795.54, confirming the 
strength of the correlations between items. According to Table 25 - Pattern Matrix - three 
shaded items (self-discipline, honouring of parents and elders, and devout) cross-loaded onto 









1 2 3 4 
2. Inner harmony   0.427   
3. Social power  0.416    
4. Pleasure   0.457   
8. Social order    0.762 
20. Self-discipline   0.395 0.407  
21. Detachment    0.694  
24. Unity with nature    0.505  
26. Wisdom   0.556   
32. Moderate  0.685   
36. Humble   0.634   
39. Influential  0.730    
40. Honouring of parents and elders  0.461   0.340 
43. Capable   0.638   
44. Accepting my portion in life 0.626    
47. Obedient  0.573    
51. Devout 0.545  0.335  
Extraction Method: Principal Axis Factoring. 
 Rotation Method: Promax with Kaiser Normalization. 
a. Rotation converged in 25 iterations. 
 
The Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy had a value of 0.871. Also, 
Bartlett’s sphericity test was significant, p < 0.001, χ2 (105) = 1382.568, confirming the 
strength of the correlations between items. According to Table 26 - Pattern Matrix - three 
shaded items (wisdom, humble, and capable) cross-loaded onto two factors, so these three 










2. Inner harmony   0.515 
3. Social power  0.505  
4. Pleasure   0.722 
8. Social order  0.530 
21. Detachment  0.778  
24. Unity with nature  0.510  
26. Wisdom  0.319 0.389 
32. Moderate  0.739 
36. Humble  0.350 0.382 
39. Influential  0.771  
43. Capable  0.363 0.324 
44. Accepting my portion in life 0.694  
47. Obedient  0.780  
Extraction Method: Principal Axis Factoring. 
 Rotation Method: Promax with Kaiser Normalization. 
a. Rotation converged in 3 iterations.     
 
The Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy had a value of 0.838. Also, 
Bartlett’s sphericity test was significant, p < 0.001, χ2 (105) = 904.566, confirming the strength 
of correlations between items. The results of the factor analysis were shown in Table 27. The 
first factor consisted of six items (social power, detachment, unity with nature, influential, 
accepting my portion in life, and obedient), with the Cronbach’s alpha of 0.815. The first factor 
represented the contradiction. The second factor consisted of four items (inner harmony, 
pleasure, social order, and moderate), with the Cronbach’s alpha of 0.688. The second factor 










2. Inner harmony   0.465 
3. Social power  0.491  
4. Pleasure   0.749 
8. Social order  0.557 
21. Detachment  0.762  
24. Unity with nature  0.524  
32. Moderate  0.598 
39. Influential  0.729  
44. Accepting my portion in life 0.674  
47. Obedient  0.747  
 
Eigenvalues 3.992 1.380 
Cronbach's α 0.815 0.688 
Extraction Method: Principal Axis Factoring.  
 Rotation Method: Promax with Kaiser Normalization. 




This chapter reported the findings using multiple data analysis methods. First, the overall 
sample characteristics were analyzed, including respondents’ demographics, trip 
characteristics, accommodation usage, Airbnb usage history, and satisfaction and loyalty. 
Second, 17 motivations from Guttentag and researchers’ study were tested according to the 
exploratory and confirmatory factor analysis. Next, respondents were segmented based on the 
motivations of using Airbnb through the cluster analysis. Finally, the personal value items were 
examined to analyze the value profiles of the decided four clusters. In the next chapter, Chapter 











In the previous chapter, Chapter Four – Data Analysis – multiple data analysis methods were 
adopted, and results were reported in detail. This chapter, Chapter Five, concludes the thesis 
by discussing the findings of this study in terms of its overall research purpose in Section 5.2, 
the interpretation of results in Section 5.3, the findings for each hypothesis in Section 5.4, the 
implications and contributions to theory and practice in Section 5.5, and the limitations and 
recommendations for future research in Section 5.6. 
  
5.2 Overall research purpose 
The overall purpose of this research was to examine the 17 motivators of choosing Airbnb 
proposed in Guttentag and researchers' study in order to compare these motivators in the 
Chinese context and segment the Airbnb users according to the motivations: furthermore, to 
investigate the level of the importance of personal value items affecting consumers' thoughts 
and behaviour when choosing Airbnb. 
  
The research objectives were then developed into the following research questions: 
RQ1. What motivations attract young Chinese travellers to choose Airbnb?  
RQ2. What are the segments of young Chinese travellers regarding the motivations of using 
Airbnb? 
RQ3. What are the value profiles of young Chinese Airbnb users? 
  
In order to address the study objectives and to answer the research questions, various data 
analysis methods were applied, including factor analysis, cluster analysis, chi-square test, etc. 
The following sections provide a detailed discussion about the results obtained from the data 
analysis in Chapter Four.  
 
5.3 Discussion of overall results 
This current study is a replication-extension study of the previous study by Guttentag et al. 
(2017). Previous research has provided some initial insights on Airbnb's consumers, involving 
a survey of Airbnb users to understand better why they choose to use Airbnb. The results of 
Guttentag and researchers' study (2017) showed seventeen motivations from six dimensions. 
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In the current research, factor analysis was run to study the seventeen motivations in the 
Chinese context. A cluster analysis based on the motivations produced four distinct segments 
– Easy-going consumers, Non-collaborative consumers, Egocentric consumers and Captious 
consumers. Subsequent analysis identified multiple distinctions between the segments in terms 
of variables like demographics, trip characteristics and accommodation usage characteristics. 
This research also examined other variables to better illustrate Airbnb choice, showing that (1) 
Airbnb is considered new for young Chinese Airbnb users, (2) WOM is the primary 
communication channel influencing Airbnb awareness, and (3) level of satisfaction and loyalty 
towards Airbnb is relatively high. The findings have various implications and contributions for 
tourism academics, stakeholders, destination marketing organizers, local landlords and other 
related travel entities. Also, the findings highlight numerous essential opportunities for future 
research. 
  
5.3.1 The sampling approach and the final sample 
5.3.1.1 The multiple online data collection strategy 
This study employed a similar sampling framework to Guttentag and fellow researchers. Two 
different online survey design service websites were adopted - Qualtrics and Wenjuanxing. 
The link to the survey was posted on various social media platforms - English mainstream 
social media platforms and Chinese mainstream social media platforms due to the different 
target respondents aimed at by the researcher. The researcher used two popular online data 
collection service websites as they could significantly shape the design of survey instruments 
and improve accuracy in data collection procedures, in order to speed up subsequent data 
analysis thanks to the flexible functions (Toepoel, 2016; Zhang, 2016; Zhao et al., 2016). The 
Qualtrics link to the survey was posted on social media platforms such as Instagram and 
Facebook. It was used to collect data among Chinese people abroad who had access to the 
mainstream English-medium Web 2.0 services, and more importantly, who may have been 
more aware of Airbnb, and earlier. Due to the difficulties of data collection within China caused 
by COVID-19, as well as the potential impediment – the Great Firewall – the Wenjuanxing 
link to the survey with the same questions was posted on the most widely used domestic social 
media platforms. Due to the different functions of Qualtrics and Wenjuanxing, the incentives 
were also different. Specifically, participants who filled in the survey by clicking the Qualtrics 
questionnaire link had the opportunity to participate in the gift card lottery, while the 
participants who used the Wenjuanxing questionnaire link to answer the questionnaire could 
receive 100% of the five-yuan WeChat red envelopes into their personal accounts from the 
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website automatically. In the end, 27% of the respondents were recruited by filling in the survey 
posted by Qualtrics, and the remainder were recruited by filling the survey posted by 
Wenjuanxing. Although the non-random nature of the sample and the number of respondents 
could not fully represent the Chinese Airbnb's user population, the multiple social media 
platforms approach provided a sufficient sample size in this case, particularly during the 
COVID-19 period.  
  
5.3.1.2 Representativeness of the final sample 
In terms of demographics, female respondents account for 53.7% of the total. In this study, the 
relatively high female representation rate may be consistent with the conclusion that the female 
representation rate in many surveys is generally high (e.g., Cull et al., 2005; Sax et al., 2003). 
On the other hand, the reason for the relatively high percentages of female respondents may 
also be because women play a particularly important role in the family during travel planning 
(Mottiar & Quinn, 2004). Most of the respondents were aged from 24 to 25, and mainly from 
the researcher's social circle. Besides, the relatively high levels of education among the 
respondents were consistent with the statement that the sharing economy is mainly used by 
well-educated individuals (Zhang et al., 2014). While the vast majority of respondents were 
not married, this was also due to the relatively young age range of the respondents. As 
discussed previously, people in the 18-29 age group are very cost-sensitive because they still 
do not have high-paying jobs or have no jobs at all (Demeter et al., 2015). The results also 
show that the respondents tend to pay less than RMB 400 for accommodation per night. 
  
With regard to trip characteristics, the overwhelming majority of respondents used Airbnb 
accommodation for leisure during their latest travel, accounting for 75% of the total number of 
respondents. This result is consistent with Airbnb's statement that it mainly attracts leisure 
travellers (Guttentag et al., 2017). Also, more than 60% of respondents travelled domestically 
during their latest stay. This may have been caused by the COVID-19 period when Chinese 
people were under quarantine and not allowed to travel internationally. The vast majority of 
the respondents did not describe themselves as backpackers during the trips, although Airbnb's 
concept matches with young travellers' features well and many backpackers originate from 
Asia (Claim, 2016).  
  
Regarding Airbnb usage characteristics, almost all respondents lived with at least one other 
guest during their latest stay with Airbnb, which is very consistent with some data in the Airbnb 
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Economic Impact Report (Guttentag et al., 2017). Most of the respondents had stayed for one 
to three nights, as this is a reasonable staying length in one destination during a leisure trip. 
Most respondents started to become aware of Airbnb since 2016; this is because Airbnb first 
came into China in 2015. The awareness of Airbnb dropped intensively in 2020 due to the 
explosion of COVID-19 when people were not allowed to travel around. Very few of the 
respondents had previously been Airbnb hosts. This phenomenon could be explained by the 
fact that the respondents were relatively young and did not have any realty owned by 
individuals to rent out as homestay.  
 
5.3.1.3 General characteristics of Airbnb users 
Although the final sample size is not very large, it proves to a certain extent that the number of 
Airbnb guests is representative in many ways. It seems that the sample can be reasonably used 
to generate some wide insights into the general situation of some characteristics of Airbnb's 
young Chinese users. To be specific, Airbnb seems immensely popular among young adult 
travellers with at least undergraduate educational background and some with an even higher 
educational background, who wish to pay less for accommodation per night. As mentioned 
earlier, these characteristics are more common typical characteristics of sharing economy 
participants. 
  
It is worth noting that the overwhelming majority of young Chinese Airbnb users are leisure 
tourists. Their travel partners are mainly family members and friends, accounting for almost 
80%. Relatively few Airbnb guests use this service to attend conventions, conferences or other 
events, because, on the one hand, Airbnb focuses exclusively on providing accommodation for 
leisure purposes; on the other hand, many of the young users were still studying as students or 
were not employed, so did not have the chance to travel for business. Consistent with Zervas 
and others (2017), the results of this study also indicate that Airbnb's use for business travellers 
is limited. This also proves that Airbnb has the most apparent impact on hotels without strong 
business clienteles, which is one of the main reasons why many hoteliers and industry analysts 
are still sceptical that Airbnb poses a threat to the hotel industry (Nowak et al., 2015). Moreover, 
the most recent trip of young Chinese tourists was domestic travel, which was affected by 
COVID-19 on the one hand. On the other hand, the budget for domestic travel was also low, 
which is more suitable for young adults as many researchers have identified income as a critical 
factor of domestic tourism demand, which is consistent with the fact that domestic tourism is 
a "normal" commodity (Yang et al., 2014). 
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Another point worth paying attention to is the fact around a quarter of the respondents did not 
describe themselves as backpackers during the trip. This finding contradicts the belief that 
Airbnb guests are mostly adventurous, and travellers' budgets are very tight (Mogelonsky, 
2015). This conclusion also contradicts the previous discussion that Chinese Airbnb users tend 
to spend less money on accommodation. It seems that young Chinese are looking for low-cost 
accommodation, but they do not recognize themselves as backpackers.  
  
It is also worth noticing that more than 93% of the respondents had most recently rented a 
private place (an entire place or a private room), rather than sharing the accommodation with 
a host or other tenants. This reveals that Airbnb is a unique form of sharing economy services. 
This is also easy to understand because an excellent sharing economy service like Airbnb is 
more dedicated to selling rather than sharing itself (Slee, 2016). Indeed, Airbnb does stand for 
"sharing" because it allows landlords to share part of the benefits and costs of their housing. 
            
During their latest stay with Airbnb, over 74% of the respondents had stayed for one to three 
nights which is relatively short. This proportion was similar to the report published by Morgan 
Stanley (Nowak et al., 2015). The Morgan Stanley study found that there is a similarly low 
percentage of single night stays among Airbnb guests, which may not represent the findings of 
the current study as more than one-sixth of the respondents had lately used Airbnb for a single 
night stay. It is also worth noting that few respondents stayed more than eight nights, or even 
longer than 30 nights. Some survey respondents chose Airbnb listings as short term lease.  
  
Finally, the rapid expansion of Airbnb in China began in 2016 - the second year Airbnb entered 
China. The Initial awareness and usage of Airbnb reached its cognitive peak in 2018 and then 
showed a downward trend. Regarding the history of Airbnb usage, most respondents had used 
Airbnb no more than a few times as Airbnb was relatively innovative, and most adopters had 
not particularly experienced it in China. In contrast, over 10% of respondents had used Airbnb 
quite often, with some using it more than 11 times during the past one to two years. The finding 
also highlights that the overwhelming majority of the respondents had never been an Airbnb 
host before. 
  
5.3.2 The Motivations for choosing Airbnb 
Guttentag and other researchers’ motivations have set the foundation of this current study. The 
results of Guttentag and colleagues (2017) show that the motivations which attract customers 
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to use Airbnb are very broad, and the results further prove the relative importance of different 
motivations and emphasize the unique value proposition of Airbnb (2016). As a replication 
study of Guttentag and colleagues (2017), firstly, the results of the exploratory factor analysis 
will be discussed based on the revealed motivation structure carried over from Guttentag and 
fellow researchers’ study. Next, according to the strength of agreement expressed by the 
respondents, personal motivations will be discussed in more detail. The results also include 
many group comparisons based on motivation factor scores. This factor analysis aims to 
provide an indication of group differences in order to help understand the follow-up analysis 
of different market segments. Lastly, discussions on how to associate different motivations 
with different groups will be reserved for subsequent market segment profiling.   
 
5.3.2.1 The motivation structure  
The list of Airbnb motivations was developed with 17 items on six proposed dimensions – 
Price, Functional attributes, Unique and local authenticity, Novelty, Bragging rights, and 
Sharing Economy ethos, from Guttentag and researchers’ study. The mean scores for all 17 
motivations were above average (3.5 for a six-point Likert scale). To test whether all the 
motivation items from Guttentag and fellow researchers’ study attract young Chinese travellers, 
factor analysis was conducted in order to reduce the number of variables to summarize the data 
or perform a data reduction. To start, the exploratory factor analysis resulted in the items being 
grouped differently. A total of 14 motivations left after removing the items that cross-loaded 
onto over one factor. A confirmatory factor analysis with the different rotation method also 
proved the reliability of 14 motivations allocated under four apparent factors. The structure and 
discussion are shown in the subsections. 
  
5.3.2.1.1 Sharing economy ethos and Local authenticity factor 
The first factor consisted of four items, 'money spent to go to locals', 'environmentally friendly', 
'Airbnb's philosophy' and 'authentic local experience' which had previously been contained in 
the Sharing economy Ethos and Local authenticity dimensions. The three sharing economy 
items were all related to the spirit of collaborative consumption (Botsman & Rogers, 2010). 
Besides, one item from Local Authenticity was added. As discussed previously, the association 
between these four items is considered logical. The motivation to experience “local authenticity” 
during travel brings young travellers closer to the local community, which means they have a 




The agreement with three sharing economy items was relatively neutral. It is difficult for 
respondents to choose Airbnb because of its philosophy. Understanding how to create 
experience and value in collaborative markets (such as Airbnb) and the broader sharing 
economy remains unclear (Yannopoulou et al., 2013). These results also proved the statement 
of Tussyadiah (2015) and Tussyadiah and Pesonen (2016) that even from the sharing economy 
perspective, it might not be the best choice for understanding Airbnb users' decision. 
  
The agreement was comparatively high with the item' authentic local experience'. This result 
also supports the recommendations of Guttentag (2015) that authenticity is the primary 
motivator for customers to choose Airbnb. However, certainly not every Airbnb guest is 
looking for authenticity, but people generally want to use Airbnb to access things that seem 
more authentic. It is not so much that young travellers pursue local authenticity, it is better to 
say they pursue experiencing everyday life in another place (UNWTO, 2016) and getting in 
touch with other cultures (Demeter et al., 2015). Young Chinese travellers may look for 'real 
and fun-related' experience but not necessarily 'locally authentic'. 
  
5.3.2.1.2 Home benefits factor 
The second factor, Home benefits, grouped three items explicitly related to staying in a place 
which is similar to home. The factor includes ‘household amenities,’ ‘homely feel,’ and ‘large 
space’. The combination is straightforward because the items had also been proposed as 
forming part of a single dimension at first (Guttentag et al., 2017), and they are all describing 
the living space itself.  
  
Agreement with three home benefits items was reasonably strong with the desire for access to 
household amenities. The importance of these attributes also highlights the critical difference 
between Airbnb and hotels. However, this very different feature makes some people regard 
Airbnb as a unique product that is more compatible with traditional vacation rentals or 
homestays, which cannot compete with hotels directly.  
 
5.3.2.1.3 Novelty factor 
The third factor, Novelty, was originally focused on items according to the novelty-seeking 
scale of Lee & Crompton’s (1992), which has been widely used in research on general tourism 
topics. Guttentag and other colleagues have proved that the application of such a scale in 
tourism accommodation decision literature is supportable. One of the novelty items was added 
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based on the scale of Lee and Crompton (1992) – ‘unpredictable experience’, which was one 
of the motivations that respondents disagreed with. The ‘unique (non-standardized) experience’ 
item cross-loaded onto two factors - Novelty and Sharing economy & local authenticity factor, 
as Airbnb is a unique accommodation choice that contributes to both the Novelty of the 
experience as well as to the collaborative consumption. The ‘exciting experience’ item cross-
loaded onto Novelty and Home benefits factor. It could be understood as discussed previously 
that young travellers would like to experience everyday life (life at home) in another new place 
(novelty experience). The item from Bragging rights - ‘experience to tell families and friends’ 
was also included in this factor. The connection between Novelty and bragging rights is directly 
evocative of the statement that social prestige can inspire the adoption of innovation (Rogers, 
2003). The two remaining items are ‘do something new and different’ and ‘unpredictable 
experience’. 
  
Agreement with novelty items was relatively strong, which proves that certainly some novelty-
seeking ideas encourage the choice of Airbnb. Nevertheless, in much tourism literature, it has 
been primarily considered that Novelty seeking, rather than accommodation, has primarily 
been considered as an essential factor when choosing a destination. Respondents also showed 
disagreement with the ‘experience to tell families and friends’ which was initially proposed to 
represent travel bragging rights. Guttentag (2017) claimed that it might be caused by 
respondents’ decline in admitting that they are deliberately looking for story-worthy 
experiences. 
  
5.3.2.1.4 Functional & Interaction factor 
The fourth factor, Functional & Interaction factor, combined four items ‘low cost’, ‘convenient 
location’, ‘to interact with hosts and locals’ and ‘receive useful information and tips from hosts’, 
which had been included in the Functional and Interaction dimensions, respectively. The 
combination of two functional factors is reasonable as they both describe the experimental 
conditions of the accommodation. Also, the pairing of the two Interaction factors is reasonable 
as they both include the element of interaction with hosts or locals. Interaction with hosts is the 
highlight of Airbnb service as the Airbnb listings can be sorted by ‘superhost’ function. On the 
one hand, the importance of these attributes emphasized a critical difference between Airbnb 
and hotels. On the other hand, whether or not the host also lives under the same roof during the 
lease also affects the tenant’s decision (Guttentag et al., 2017). Young Chinese travellers show 
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relatively low agreement with interaction, as the majority of the respondents tended to rent the 
entire place, as discussed. 
  
Agreement with ‘prize’ is considered strong. It could be easily understood as the prize plays a 
major role in determining the demand for disruptive innovations (Adner, 2002). In addition, 
many studies (Nowak et al., 2015; Tussyadiah, 2015) show that the choice of Airbnb is very 
straightforward and mainly based on the superficial needs of users to save costs. Therefore, 
Airbnb should be regarded as a competitor mainly to low-cost traditional accommodation, 
especially in this case, as the target respondents are young travellers who are price-sensitive 
and want to travel as cheaply as possible. However, the agreement of ‘low cost’ is not the 
strongest even though the factor is considered the most critical factor affecting young travellers’ 
travel decisions as discussed previously. This could be tracked that since 2009 and 2010, young 
travellers gradually tended to stay in expensive accommodation (Ketter, 2020). Bernardi’s 
(2018) study of Millennials identified that the Chinese youngsters were found to be the largest 
spenders, and they would pay more money for better-quality trips and accommodations, 
although other research shows that Chinese are good money savers because they are 
consistently willing to save up their money to spend on travel (Nasolomampionona, 2014).  
  
Agreement with ‘convenient location’ is relatively high like ‘prize’. The importance of location 
convenience was consistent with findings from Morgan Stanley’s research (Nowak et al., 2015). 
Indeed, Airbnb accommodations are often scattered in residential areas, rather than 
concentrated in the downtown tourist centres like hotels. In many ways, Airbnb guests view 
convenience as an advantage of Airbnb rather than as a reason for choosing Airbnb, which 
makes more sense (Guttentag et al., 2017). Airbnb guests may find the residential area 
incredibly convenient because they can easily take public transport, and the choice of 
restaurants, supermarkets and shops are more locally authentic than tourist-centric areas. 
Another possible explanation is that Airbnb not only offers standard rooms, but their diversified 
inventory also includes some rather exotic accommodation such as castles, igloos, treehouses 
and so on, which may not be located in a convenient area. 
 
The agreement was fairly neutral in terms of the ‘interaction with host/locals’ and ‘receive 
important information and tips from host’ motivation items. The respondents slightly agreed 
with the former and moderately agreed with the latter. Given that the overwhelming majority 
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of Airbnb guests want to stay in the entire place instead of sharing space with the host or other 
travellers, this finding is understandable. 
  
5.3.3 Motivation-based Market Segmentation of Young Chinese Airbnb Users 
The agglomerative hierarchical and K means cluster analysis were adopted to analyze all of the 
17 motivation items, with the previous factor analysis results used to simplify the interpretation 
of the cluster analysis results. 
  
5.3.3.1 Four segments of young Chinese Airbnb users 
The cluster analysis came up with a four-cluster solution. These segments were named 
according to their motivational characteristics: Easy-going consumers, Non-collaborative 
consumers, Egocentric consumers, and Captious consumers. A summary analysis of these 
segments was then performed to provide an understanding of each. The size of the subdivisions 
is uneven, with the largest group accounting for 39.2% of the total samples, and the smallest 
group accounting for 13.5% of the total samples. Since this study used the non-probability 
sampling method, these ratios should not be interpreted as precise indications of each market 
segment’s size. However, a relatively reasonable conclusion could be drawn in view of the 
representativeness detected in the total sample, that is, the market segments were roughly 
similar in size, and no market segment dominated the Airbnb tourist group. 
 
5.3.3.1.1 Easy-going consumers 
The Easy-going consumers were attracted to Airbnb by almost all the possible motivators. 
They agreed more strongly with the ‘authentic local experience’ than other segments agreed 
with any other motivations. They were also attracted to Airbnb by ‘Airbnb’s philosophy’, 
‘exciting experience’ and ‘access to household amenities’, but not really by ‘low cost’, ‘non-
touristy neighbourhood’, and ‘unpredictable experience’, comparatively. The Easy-going 
consumers agreed with all the motivation items. 
  
The profile of the Easy-going consumers showed that they were more likely to be female. They 
were significantly well educated with 4% educated at high school, and 96% educated above 
undergraduate level. The Easy-going consumers were less likely to be single compared with 
other segments. Also, they were most likely to be employed full-time and less likely to work 
part-time compared to the other clusters. They preferred to pay slightly more (more than RMB 
601) for accommodation per night than other segments (14%, versus a 9.1% average), as they 
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had a relatively stable financial income. Regarding other variables related to trip characteristics, 
although most Easy-going consumers travelled for leisure, the percentage was still lower 
compared with other segments (69%, versus a 75% average). They tended to use Airbnb while 
visiting families and friends or attending conventions, conferences and events because they 
worked full-time and may not have many holidays. The Easy-going consumers preferred to use 
Airbnb while travelling domestically, and they were the only group of consumers who tended 
to describe themselves as backpackers on trips (42%, versus a 27.7% average). The Easy-going 
consumers were not limited to choosing the entire place while using Airbnb; they had a higher 
percentage shared a common place or a room with others. This may be because they use Airbnb 
to attend conventions and conferences, so they need to share the room with colleagues.  Easy-
going consumers also stayed relatively longer than four nights, but mostly stayed for two nights. 
Easy-going consumers more usually stayed with 2 to 3 guests, and the type of other guests 
could be friends (58%, versus a 56.4% average), families (24%, versus a 22.6% average), or 
colleagues (4%, versus a 3% average). This group of Airbnb users used Airbnb for the first 
time relatively late, from 2018 to 2020, but they used Airbnb quite often after the first 
experience. 15% (versus a 12.5% average) of the Easy-going consumers had used Airbnb more 
than 11 times. Also, the chance of Easy-going consumers becoming Airbnb hosts was high. 
They are the only group of Airbnb users who had ever been Airbnb hosts (21%, versus an 8.8% 
average). 
  
Regarding the communication channels impacting Easy-going consumers’ awareness and use, 
this group of travellers was significantly affected by Airbnb advertising (24%, versus a 14.2% 
average). Mass media is also an important channel for them to become aware of Airbnb (30%, 
versus a 27.7% average).  
  
The satisfaction and loyalty results of the Easy-going consumers showed that they were 
relatively beyond satisfied (89%, versus a 66.5% average), and they were likely to choose 
Airbnb again for their next trip (52%, versus a 34.1% average). In addition, they were very 
likely to recommend others to use Airbnb (49%, versus a 29.4% average).  
  
Overall, Easy-going consumers represent a group of customers who will consider all the 
attributes but will likely prefer to choose the accommodation that can offer authentic local 
experience. They are well-educated people who travel in groups with families and friends, and 
they are also prepared to pay more for accommodation. For Airbnb, Easy-going consumers are 
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more easily satisfied, and they are more loyal when they have good experiences. They are 
generally willing to spread good words about Airbnb and recommend it to others. In order to 
target this group of Airbnb users, Airbnb advertising and mass media posts are more ideal. In 
particular, an advertising focus on creating local and authentic experience will attract Easy-
going consumers the most. 
  
5.3.3.1.2 Non-collaborative consumers 
The Non-collaborative consumers were attracted to use Airbnb by almost all the motivators 
besides the items related to sharing economy. Specifically, they did not agree that ‘money to 
locals’ and ’environmentally friendly’ attracted them. Even though ‘unique (non-standardized 
experience)’ did not attract them, they still showed agreement with this motivator, while ‘do 
something new and different’, ‘access to household amenities’ and ‘exciting experience’ could 
attract them well. 
  
The profile of Non-collaborative consumers differentiated them from the other segments in 
various vital ways. Non-collaborative consumers tended most to be female (70%, versus a 53.7% 
average) and undergraduate students (72.5%, versus a 64.5% average). They were more likely 
to be students (47.5%, versus a 30.7% average). Non-collaborative consumers preferred to pay 
less for accommodation, from RMB 201-400 (62.5%, versus a 54.7% average). Regarding their 
trip purpose, they were mainly travelling for leisure or visiting families and friends 
domestically. Moreover, they were less likely to describe themselves as backpackers to most 
of the other clusters do (25%, versus a 27.7% average). Non-collaborative consumers were 
significantly more likely to stay in a private space (entire place and private room) rather than 
share rooms (2.5%, versus a 6.8% average), which is opposite to Easy-going consumers. They 
were also more likely to choose Airbnb for day-use only without staying overnight (2.5%, 
versus a 0.3% average). They were more likely to stay with either one other guest (45%, versus 
a 31.4% average), or more than six guests (7.5%, versus a 3% average). The types of other 
guests were more likely to be friends or others. Non-collaborative consumers knew Airbnb 
comparatively earlier, before 2017 (72.5%, versus a 55.2% average), but they were least likely 
to be Airbnb hosts compared with the other three segments (97.5%, versus a 91.2% average).  
  
Non-collaborative consumers were affected by WOM the most (55%, versus a 48.6% average), 
and many customers did not remember what communication channels impacted Airbnb 
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awareness for them (15%, versus a 9.1% average), because they tended to know about and start 
using Airbnb comparatively early, as discussed above. 
  
Regarding the satisfaction with, and loyalty towards Airbnb, Non-collaborative consumers had 
different levels of satisfaction with their Airbnb stay: 7.5% of the consumers were either 
dissatisfied or somewhat dissatisfied (versus a 3.7% average); 7.5% of the consumers took a 
neutral attitude (versus a 5.7% average); and 55% of the consumers were satisfied (versus a 
45.6% average). Also, they held a negative attitude towards recommending Airbnb to others 
(7.5%, versus a 2.7% average). Even though 35% of the travellers would like to use Airbnb 
next time (versus a 34.1% average), some travellers would not (7.5%, versus a 4% average). 
  
In sum, Non-collaborative consumers represent a group of customers who do not seem to care 
about sharing economy or collaborative consumption. They are more likely to be female 
undergraduate students who care for privacy and would prefer to pay less while choosing 
Airbnb accommodation. Even though this group of consumers was aware of Airbnb relatively 
earlier, they are not always satisfied with their stays. They tend to use Airbnb less and are less 
likely to recommend to others. For Airbnb, it will not be easy to target these customers as they 
are not attracted to Airbnb by its unique features and philosophy. Also, they will share their 
satisfied or dissatisfied experience through WOM. Therefore, in order to satisfy this segment, 
Airbnb accommodation should always provide something new and different, or maybe exciting 
activities. For Airbnb hosts, the various access to household amenities will also be another 
highlight to attract them. 
  
5.3.3.1.3 Egocentric consumers 
The segment of Egocentric consumers was the largest group who was not typically attracted to 
Airbnb by almost all the motivators. However, consumers still showed agreement with all 
motivators beside ‘money to locals.’ Among all the motivators, they showed the same strong 
agreement with ‘access to household amenities’ and ‘authentic local experience’, and they 
showed weak agreement with ‘interact with hosts and locals.’ 
  
Egocentric consumers were the only group of individual respondents who did not want to 
reveal their gender. They were more likely to be single (56.9%, versus a 51.4% average) and 
less likely to be employed full-time (37.9%, versus a 44.6% average) and part-time (5.2%, 
versus a 5.7% average). They were more likely to be students, unemployed or self-employed. 
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Therefore, it was understandable that they would prefer to pay less (RMB 400 and below) for 
accommodation per night (78.5%, versus a 72.6% average). However, it was interesting 
that Egocentric consumers were more likely to use Airbnb during business trips (11.2%, versus 
a 6.4% average) besides leisure trips (75.9%, versus a 75% average). Egocentric 
consumers were least likely to regard themselves as backpackers during the trip like most of 
the other clusters (81%, versus a 72.3% average). Egocentric consumers were more likely to 
share rooms with others, and hosts (9.5%, versus a 6.8% average) and they were likely to stay 
for an extended period (more than seven nights) compared with other segments (15.6%, versus 
an 8% average). The above characteristics of Egocentric consumers were quite similar to Easy-
going consumers because these two clusters have the largest population, which may vigorously 
represent the majority of Chinese consumers. They were more likely to stay with 3 to 5 other 
guests (41.5%, versus a 32% average). Egocentric consumers were more likely to stay alone 
(19.8%, versus a 15.9% average) or stay with colleagues (4.3%, versus a 3% average), as they 
used Airbnb during leisure and business trips as discussed above. The Egocentric 
consumers were the group with most customers who knew Airbnb when it first came into China 
in 2015 (11.3%, versus a 7.1% average) and the following year, 2016 (15.7%, versus a 14.9% 
average). Compared with other segments, the Egocentric consumers had used Airbnb the least, 
and they were very unlikely to be Airbnb hosts (2.6%, versus an 8.8% average). 
  
Regarding the communication channels impacting Egocentric consumers’ Airbnb awareness, 
mass media was the most influential (33.6%, versus a 27.7% average), because young travellers 
are internet savvy and are good at using many internet resources, as discussed earlier. 
  
Egocentric consumers showed above neutral (neutral, somewhat satisfied and satisfied) 
satisfaction with their general Airbnb stay (89.7%, versus a 71.6% average), but they did not 
show a high level of satisfaction. Similarly, they were somewhat likely and likely to 
recommend Airbnb to others but not very likely. Also, they were somewhat likely to reuse 
Airbnb, but not very likely to use it again.  
       
To conclude, Egocentric consumers account for the most significant number of Airbnb users. 
They are not especially attracted to use Airbnb by any motivators. They show agreement with 
all the motivators, but they do not care much whether the money they spent goes to 
locals. Egocentric consumers are more likely to be self-centred because they do not particularly 
agree with interaction; they care more about functional attributes and their personal experience. 
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They are more likely to be entrepreneurs who travel for business or students who travel for 
leisure, and they would like to pay less for accommodation and do not stay with Airbnb much. 
Typically, Egocentric consumers’ satisfaction and loyalty to Airbnb are above average. 
The Egocentric consumers is a vital target segmentation as it accounts for most customers. In 
order to target this group, Airbnb could develop more business and leisure trip packages with 
a lower price. Also, compared with interaction, the key mass media advertising highlights 
should be about functional attributes and individual experiences. 
  
5.3.3.1.4 Captious consumers 
The segment of Captious consumers was the group of Airbnb users who showed disagreement 
with most motivators. Even though they showed agreement with some motivators, the levels 
of agreement were relatively low. Among all the motivators, they showed most substantial 
disagreement with ‘money to locals’, following by ‘interact with locals and hosts’, and ‘have 
the experience to tell families and friends.’ 
  
The profile of Captious consumers differentiated them from the other segments in various 
essential ways. The group of Captious consumers were the only segment more likely to be 
male (62.5%, versus a 44.9% average). Although most respondents had postgraduate and PHD 
or higher education levels (47.5%, versus a 31.8% average), they were least likely to be 
unemployed (0%, versus a 5.4% average) and students (17.5%, versus a 30.7% 
average). Captious consumers tended to pay slightly higher: 80% (versus a 72.9% average) of 
the customers were willing to pay RMB 201-600; 5% (versus a 3.4% average) of the customers 
were willing to pay more than RMB 801. Regarding the trip characteristics, Captious 
consumers were most likely to travel for leisure (85%, versus a 75% average). Compared with 
other segments, the distribution of domestic and international destination type was relatively 
even. Almost half of the Captious consumers used Airbnb while travelling internationally. 
Moreover, Captious consumers did not describe themselves as backpackers on the trip. They 
significantly rented an entire place while using Airbnb (72.5%, versus a 54.4% average), and 
the length of their stay was relatively short from one to three nights. They were likely to stay 
with one other guest (45%, versus a 31.4% average), and the type of the other guests was more 
likely to be friends (67.5%, versus a 56.4% average). Most of the Captious consumers used 
Airbnb starting from 2018 (35%, versus a 26.8% average), and they used Airbnb frequently. 




WOM was the most influential communication channel that impacted Airbnb awareness and 
uses for Captious consumers. Moreover, some customers did not remember how they got to 
know about Airbnb (15%, versus a 9.1% average). 
  
Among all four segments, the Captious consumers were most likely to be very dissatisfied, 
dissatisfied and somewhat dissatisfied (27.5%, versus a 7.4% average). However, 45% of the 
customers were likely to recommend Airbnb to others (45%, versus a 43.2% average), while 
25% of respondents held a neutral attitude (versus a 7.1% average). It is also noteworthy that 
even though the possibility of dissatisfaction was high, the Captious consumers had neutral 
attitudes whether they would use Airbnb next time. Some were unlikely to use Airbnb next 
time, but the proportion of Captious consumers who were likely to use Airbnb was also not 
very low. 
  
To summarize, Captious consumers are quite picky and overthinking because none of the 
motivators can easily attract them. They also show disagreement honestly and overtly. Captious 
consumers are more likely to be males who are better educated and employed and who would 
like to pay slightly more for accommodation. They are most likely to travel for leisure, either 
domestically or internationally. They usually rent the entire place and stay with friends. For 
Airbnb, it is difficult but necessary to target this segment as they are fussy about choosing 
accommodation, and they are generally dissatisfied with their stay. On a more positive note, 
they still wish to give Airbnb a second chance and reuse the service, also they would likely to 
recommend Airbnb through WOM. In order to satisfy this group of customers, Airbnb should 
provide more ‘value for money’ accommodation which does well in functional attributes, 
interaction, experience. 
  
5.3.4 Value profiles of young Chinese Airbnb users 
The list of personal values was developed with 56 value items pertaining to 10 value 
dimensions based on four value types – Openness to change, Self-enhancement, Conservation 
and Self-transcendence (Appendix L). According to the strength of agreement expressed by 
the respondents when considering the principle of their lives, personal values will be discussed 
in detail. The results also include group comparisons based on the means scores. Numerous 
data analysis methods were applied in order to study the personal value of young Chinese 




5.3.4.1 Value dimensions of the four segments 
This study included 36 value items that significantly affect four segments of young Chinese 
Airbnb users, with the compared means used to ease the interpretation of the results.  
   
5.3.4.1.1 Easy-going consumers 
While looking at the personal value profiles of Easy-going consumers, they thought all the 
value items were necessary as guiding their lives, with relatively strong agreement levels. They 
especially thought ‘national security’ was paramount, following by ‘self-respect’, and 
‘pleasure’. They regarded ‘accept my portion in life’ as less critical, followed by ‘devout’ and 
‘detachment’ with a lower agreement. Among all the four value dimensions proposed by 
Schwartz (1992), Easy-going consumers could represent ‘Self-transcendence’ the most, as 
they seemed to show high agreement with all the self-transcendence value items. 
  
5.3.4.1.2 Non-collaborative consumers 
As the guiding value of their lives, Non-collaborative consumers regarded ‘self-respect’ as the 
most important, followed by ‘freedom’, ‘national security’ and ‘social order’. In contrast, 
‘devout’ was the least important for them, following by ’social power’ and ‘accept my portion 
in life’. Among the four value dimensions proposed by Schwartz (1992), Non-collaborative 
consumers could not represent either dimension well, as they seemed to show high agreement 
with some particular value items within one dimension, but also showed low agreement with 
the remaining value items. 
  
5.3.4.1.3 Egocentric consumers 
Regarding the personal value profiles of Egocentric consumers, the most important value while 
considering the principle of their lives was ‘true friendship’. However, they showed strong 
agreement with ‘national security’ and ‘social order’. The least important value item was 
‘devout’, followed by ‘social power’ and ‘accept my portion in life’. In general, the Egocentric 
consumers represented ‘Self-transcendence’ the best, as the values in this dimension were more 
important for them. 
  
5.3.4.1.4 Captious consumers 
Regarding the value profiles of Captious consumers, they regarded ‘freedom’, ‘creativity’, ’an 
exciting life’, ‘self-respect’ and ‘influential’ very important in their lives. These five value 
items are all included in the ‘openness to change’ and ‘self-enhancement’ dimensions. In 
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contrast, Captious consumers regarded ‘devout’ as least important, followed by ‘accepting my 
portion in life’ and social power. Among the four value dimensions proposed by Schwartz 
(1992), Captious consumers could represent ‘Openness to change’ and ‘Self-enhancement’ the 
most, as they showed relatively high agreement with these value items. 
  
5.3.4.2 The structure of personal values 
In order to test whether all the value items represent young Chinese travellers, factor analysis 
was conducted to reduce the variables numbers and to summarize the data or perform a data 
reduction. To start, the exploratory factor analysis (PAF) was conducted. Various analyses 
were conducted and a total of 10 value items was left after removing the items that cross-loaded 
on over one factor. The structure and discussion of two apparent factors, including ten values, 
are shown in subsections. 
  
5.3.4.2.1 Contradiction factor 
The first factor consisted of six items, ‘social power’, ‘detachment’, ‘unity with nature’, 
‘influential’, ‘accepting my portion in life’ and ‘obedient’. These six items fell into six different 
value dimensions – Hedonism, Achievement, Power, Conformity, Tradition, and Universalism. 
The correlation is not very clear; it seems young Chinese Airbnb users are contradictive, 
demanding and diverse.  
  
5.3.4.2.2 Adaption factor 
The second factor grouped four items ‘inner harmony’, ‘pleasure’, ‘social order’ and 
‘moderate’. These four items fell into four different value dimensions – Hedonism, Security, 
Tradition, and Universalism. However, the correlation could be reasonably well understood 
because the items are related to making the best of things and taking things as they are.   
 
5.4 Limitations of the current study 
As in other studies within social science, this research has a number of limitations that should 
be acknowledged. First of all, the application of a non-probability sample could not perfectly 
reflect the general young Airbnb user population; however, the potential deviations in the 
sample frame should be recognized when considering the survey results. As this study adapted 





Regarding the personal value, self-reported values are subjective products of constructive 
psychological processes and therefore subject to various prejudices and bias. Moreover, as the 
list of value scale contains 56 items, therefore the respondents may lose patience gradually 
when answering the questionnaire and cause response bias. Response set refers to the trend of 
systematically responding to questionnaire items on a certain basis, rather than explicitly 
designing items to be measured.  
 
In general, due to the impact of COVID-19, people rarely travelled or used Airbnb for twelve 
months, so the frequency of Airbnb usage and other results may be different from normal 
conditions. Also, the data collection was challenging because of the impact of COVID-19, so 
the online questionnaire link had been validated for a more extended period which fell into 
2019 and 2020. Thus, respondents have different timing definitions of Airbnb usage in the past 
year or two. Also, the number of responses was relatively small; it reduced some confidence 
to draw generalizable insights from the study.  
 
5.5 Recommendations for future research 
The findings of this thesis highlight numerous avenues for potential future research. Firstly, 
the motivations lists could be expanded with more items besides the current 17 motivators, 
including extra items using a different novelty scale, or other motivation constructs driving the 
use of Airbnb. Secondly, it could be useful to study the Airbnb users from different regions in 
China, as the motivation profile of Airbnb users in different geographic regions or from users 
from cities with different economic development potentials which may differ accordingly. Also, 
further research might not limit the study to young Chinese travellers’ behaviour; other age 
groups could also be considered.  Furthermore, the comparative study of the motivations when 
Chinese tourists travel domestically and internationally helps to understand Chinese Airbnb 
users’ travel behaviour and accommodation choice more comprehensively. With the 
development of domestic and foreign tourism ， more and more homestay and B&B 
apps/websites that are similar to Airbnb are being developed (Xiaozhu, Muniao, Yijia, etc.). It 
could be advantageous to compare the use and satisfaction of Airbnb users with users of other 
services apps and websites. Additionally, it would be valuable to compare the motivations of 




Alternative use of various personal value scales such as List of Values (LOV, 1983), Rokeach’s 
Value Survey (RVS,1973), Value and Lifestyle Survey (1983), could study Airbnb users from 
different value dimensions. In addition, the qualitative approach to values could be adopted, so 
the respondents could provide crucial perspective in order to help understand phenomena 
differently. 
  
Lastly, research conducted with other cultural backgrounds would improve and increase the 
generality of the motivation lists. Research in a cross-cultural context may explain consumer 
preference and behaviour across cultures.  
  
5.6 Conclusion 
The expansion of Airbnb, the rise of the sharing economy in China and the impact of youth 
tourism together laid the foundation for this research. As a replication study of Guttentag and 
other colleagues (2017), the journal articles and media reports cited in this thesis were 
published in relatively recent years. In contrast, the personal value scale was well developed 
and has been tested in various countries over the decades. Such theoretical basis emphasizes 
the essential role this research in providing new insights on young Chinese users of Airbnb. 
 
This study identified and grouped four different motivation-based segments of young 
Chinese Airbnb users. This implication result in both theoretical and practical contributions as 
discussed previously. In addition, an exploratory finding of young Chinese travellers’ personal 
value dimensions could help to understand the demand of the customers better. It is hoped that 
this study could provide all of the Chinese tourism-related practitioners with a better 
understanding of the young Chinese customers’ motivations and values, thereby improving 
their services. 
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Appendix A 17 motivators proposed in Guttentag and researchers’ study (2017) 
  Factor Motivation Cronbach’s Alpha 
M1 For its comparatively low cost  
M2 For the convenient location  
 Interaction 0.78 
M3 To interact with host, locals  
M4 To receive useful local info/tips from my host  
 Home benefits 0.65 
M5 For the large amount of space  
M6 For the access to household amenities  
M7 For the homely feel   
 Novelty 0.8 
M8 I thought the experience would be exciting  
M9 To do something new and different  
M10 To have experience I could tell friends/family about  
M11 I thought the experience would be unpredictable  
M12 To have a unique (nonstandardized) experience  
 Sharing Economy Ethos 0.73 
M13 I wanted the money I spent to go to locals  
M14 Staying with Airbnb is environmentally friendly  
M15 I prefer the philosophy of Airbnb  
 Local Authenticity 0.63 
M16 To have an authentic local experience   
M17 To stay in a non-touristy neighborhood   
Note: All items were measured on a six-point Likert scale ranging from 1 = strongly disagree to 6 
= strongly agree. For the Interaction and Local Authenticity factors, the reported Cronbach’s α 
score is the “Cronbach’s α based on standardized items,” which is equivalent to the Spearman’s-










Appendix B. Statistics 
 
Statistics 
  M1 M2 M3 M4 M5 M6 M7 M8 M9 M10 M11 M12 M13 M14 M15 M16 M17 
N Valid 296 296 296 296 296 296 296 296 296 296 296 296 296 296 296 296 296 
  Missing 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 
Skewness -0.773 -0.756 -0.378 -0.923 -0.829 -1.362 -0.836 -0.637 -0.84 -0.744 -0.612 -0.968 -0.125 -1.021 -0.96 -1.137 -0.631 
 






Appendix C. Correlation matrix 
 
Correlation Matrix 
Corre-   M1 M2 M3 M4 M5 M6 M7 M8 M9 M10 M11 M12 M13 M14 M15 M16 M17 
lation M1 1.000 0.444 0.353 0.253 0.180 0.142 0.281 0.224 0.083 0.131 0.060 0.115 0.204 0.200 0.181 0.165 0.046 
  M2 0.444 1.000 0.365 0.357 0.276 0.246 0.308 0.295 0.273 0.279 0.256 0.300 0.255 0.331 0.352 0.357 0.240 
  M3 0.353 0.365 1.000 0.688 0.327 0.276 0.454 0.360 0.390 0.449 0.300 0.352 0.518 0.430 0.383 0.456 0.245 
  M4 0.253 0.357 0.688 1.000 0.286 0.271 0.336 0.263 0.300 0.422 0.285 0.344 0.460 0.377 0.347 0.440 0.220 
  M5 0.180 0.276 0.327 0.286 1.000 0.560 0.576 0.551 0.397 0.353 0.237 0.249 0.305 0.298 0.334 0.295 0.189 
  M6 0.142 0.246 0.276 0.271 0.560 1.000 0.602 0.452 0.383 0.345 0.174 0.295 0.246 0.302 0.388 0.319 0.227 
  M7 0.281 0.308 0.454 0.336 0.576 0.602 1.000 0.606 0.457 0.470 0.238 0.332 0.382 0.470 0.447 0.348 0.243 
  M8 0.224 0.295 0.360 0.263 0.551 0.452 0.606 1.000 0.623 0.494 0.357 0.452 0.334 0.345 0.419 0.361 0.223 
  M9 0.083 0.273 0.390 0.300 0.397 0.383 0.457 0.623 1.000 0.559 0.489 0.465 0.278 0.297 0.374 0.382 0.326 
  M10 0.131 0.279 0.449 0.422 0.353 0.345 0.470 0.494 0.559 1.000 0.460 0.397 0.440 0.424 0.419 0.361 0.288 
  M11 0.060 0.256 0.300 0.285 0.237 0.174 0.238 0.357 0.489 0.460 1.000 0.427 0.277 0.221 0.296 0.324 0.375 
  M12 0.115 0.300 0.352 0.344 0.249 0.295 0.332 0.452 0.465 0.397 0.427 1.000 0.366 0.450 0.451 0.518 0.329 
  M13 0.204 0.255 0.518 0.460 0.305 0.246 0.382 0.334 0.278 0.440 0.277 0.366 1.000 0.611 0.461 0.410 0.308 
  M14 0.200 0.331 0.430 0.377 0.298 0.302 0.470 0.345 0.297 0.424 0.221 0.450 0.611 1.000 0.551 0.436 0.268 
  M15 0.181 0.352 0.383 0.347 0.334 0.388 0.447 0.419 0.374 0.419 0.296 0.451 0.461 0.551 1.000 0.508 0.317 
  M16 0.165 0.357 0.456 0.440 0.295 0.319 0.348 0.361 0.382 0.361 0.324 0.518 0.410 0.436 0.508 1.000 0.417 






Appendix D1. Factor correlation matrix （17 motivations） 
 
Factor Correlation Matrix 
Factor 1 2 3 4 
1 1.000 -0.470 0.546 0.439 
2 -0.470 1.000 -0.460 -0.326 
3 0.546 -0.460 1.000 0.240 
4 0.439 -0.326 0.240 1.000 
Extraction Method: Principle Axis Factoring. 
Rotation Method: Oblimin with Kaiser Normalization 
 
 




Appendix D3. Total variance explained （17 motivations） 
 
Total Variance Explained 
Factors 
Initial Eigenvalues 
Total % of Variance Cumulative % 
1 6.722 39.542 39.542 
2 1.463 8.608 48.150 
3 1.376 8.094 56.244 
4 1.031 6.066 62.309 





Appendix E1. Factor correlation matrix （15 motivations） 
 
Factor Correlation Matrix 
Factor 1 2 3 4 
1 1.000 -0.416 -0.499 0.504 
2 -0.416 1.000 0.423 -0.361 
3 -0.499 0.423 1.000 -0.317 
4 0.504 -0.361 -0.317 1.000 
Extraction Method: Principle Axis Factoring. 
Rotation Method: Oblimin with Kaiser Normalization 
 
 




Appendix E3. Total variance explained （15 motivations） 
 
Total Variance Explained 
Factors 
Initial Eigenvalues 
Total % of Variance Cumulative % 
1 6.140 40.936 40.936 
2 1.463 9.751 50.687 
3 1.209 8.061 58.748 
4 1.030 6.869 65.617 






Appendix F1. Factor correlation matrix （14 motivations） 
 
Factor Correlation Matrix 
Factor 1 2 3 4 
1 1.000 -0.447 -0.522 0.507 
2 -0.447 1.000 0.416 -0.367 
3 -0.522 0.416 1.000 -0.323 
4 0.507 -0.367 -0.323 1.000 
Extraction Method: Principle Axis Factoring. 
Rotation Method: Oblimin with Kaiser Normalization 
 
 




Appendix F3. Total variance explained （14 motivations） 
 
Total Variance Explained 
Factors 
Initial Eigenvalues 
Total % of Variance Cumulative % 
1 5.681 40.580 40.580 
2 1.337 9.553 50.133 
3 1.204 8.601 58.734 
4 1.016 7.260 65.994 






Appendix G1 Factor correlation matrix (17 motivations) 
 
Factor Correlation Matrix 
Factor 1 2 3 4 
1 1.000 0.580 0.538 0.495 
2 0.580 1.000 0.597 0.534 
3 0.538 0.597 1.000 0.653 
4 0.495 0.534 0.653 1.000 
Extraction Method: Principle Axis Factoring. 
Rotation Method: Promax with Kaiser Normalization 
 




Appendix G3. Total variance explained （17 motivations） 
 
Total Variance Explained 
Factors 
Initial Eigenvalues 
Total % of Variance Cumulative % 
1 6.722 39.542 39.542 
2 1.463 8.608 48.15 
3 1.376 8.094 56.244 
4 1.031 6.066 62.309 





Appendix H1. Factor correlation matrix （14 motivations） 
  
Factor Correlation Matrix 
Factor 1 2 3 4 
1 1.000 0.539 0.678 0.684 
2 0.539 1.000 0.553 0.443 
3 0.678 0.553 1.000 0.589 
4 0.684 0.443 0.589 1.000 
Extraction Method: Principle Axis Factoring. 
Rotation Method: Promax with Kaiser Normalization 
 
  




Appendix H3. Total variance explained （14 motivations） 
Total Variance Explained 
Factors 
Initial Eigenvalues 
Total % of Variance Cumulative % 
1 5.681 40.580 40.580 
2 1.337 9.553 50.133 
3 1.204 8.601 58.734 
4 1.016 7.260 65.994 














Appendix I2. Final cluster centres 
Final Cluster Centers 
 
Cluster 
1 2 3 4 
For its comparatively low cost 5 5 4 4 
For the convenient location 5 5 4 4 
To interact with host, locals 5 4 4 2 
To receive useful local information and tips from my host 5 5 4 3 
For the large amount of space  5 5 4 3 
For the access to household amenities  5 5 5 4 
For the homely feel  5 5 4 3 
I thought the experience would be exciting  5 5 4 4 
To do something new and different  5 5 4 3 
To have an experience I could tell my friends/family about  5 5 4 3 
I thought the experience would be unpredictable 5 5 4 3 
I wanted the money I spent to go to locals 5 2 3 2 
Staying with Airbnb is environmentally friendly 5 3 4 3 
I prefer the philosophy of Airbnb  5 4 5 3 









Mean Square Sig. 
For its comparatively low cost 10.575 0.000 
For the convenient location 19.828 0.000 
To interact with host, locals 87.810 0.000 
To receive useful local information and tips from my host 48.947 0.000 
For the large amount of space  41.500 0.000 
For the access to household amenities  29.869 0.000 
For the homely feel  55.476 0.000 
I thought the experience would be exciting  35.058 0.000 
To do something new and different  40.189 0.000 
To have an experience I could tell my friends/family about  53.703 0.000 
I thought the experience would be unpredictable 42.565 0.000 
I wanted the money I spent to go to locals 74.789 0.000 
Staying with Airbnb is environmentally friendly 69.319 0.000 
I prefer the philosophy of Airbnb  49.261 0.000 
To have an authentic local experience  27.070 0.000 
The F tests should be used only for descriptive purposes because the clusters have been chosen to maximize the 
differences among cases in different clusters. The observed significance levels are not corrected for this and thus 





Appendix J. Statistics 
  V1 V2 V3 V4 V5 V6 V7 V8 V9 V13 V14 V15 
N Valid 296 296 296 296 296 296 296 296 296 296 295 294 
Missing 0 0 0 0 0 0 0 0 0 0 1 2 
Mean 7.16 7.32 5.44 7.79 7.79 7.41 7.26 7.70 6.03 7.93 7.82 7.31 
Std. Deviation 1.589 1.433 2.145 1.337 1.300 1.518 1.677 1.403 2.057 1.382 1.303 1.551 
Skewness -0.788 -0.655 -0.058 -1.403 -1.300 -1.260 -1.143 -1.256 -0.342 -1.446 -1.240 -1.163 
Kurtosis -0.051 -0.848 -0.952 1.659 1.412 1.784 1.100 1.391 -0.769 1.727 1.274 1.681 
    
  V16 V18 V19 V20 V21 V24 V25 V26 V28 V29 V32 V34 
N Valid 295 296 296 296 296 296 296 296 296 296 296 296 
Missing 1 0 0 0 0 0 0 0 0 0 0 0 
Mean 7.04 6.52 7.10 7.12 5.63 6.49 6.84 7.27 7.56 7.06 7.24 6.95 
Std. Deviation 1.510 1.894 1.661 1.538 2.156 1.813 1.748 1.403 1.311 1.498 1.461 1.570 
Skewness -0.469 -0.626 -0.811 -0.741 -0.229 -0.397 -0.832 -0.654 -1.118 -0.519 -0.679 -0.699 
Kurtosis -0.554 -0.269 0.066 0.060 -0.740 -0.462 0.465 -0.302 1.199 -0.468 -0.206 -0.022 
    
  V36 V37 V38 V39 V40 V43 V44 V47 V49 V51 V54 V56 
N Valid 296 295 296 296 296 296 296 296 295 294 296 296 
Missing 0 1 0 0 0 0 0 0 1 2 0 0 
Mean 6.93 6.80 7.39 6.47 7.44 7.42 5.50 6.28 6.85 5.16 6.85 7.34 
Std. Deviation 1.534 1.679 1.490 1.783 1.472 1.297 2.443 1.837 1.615 2.475 1.609 1.462 
Skewness -0.492 -0.681 -0.842 -0.508 -1.136 -0.609 -0.338 -0.404 -0.776 -0.095 -0.473 -0.830 
Kurtosis -0.437 0.028 0.157 -0.271 1.341 -0.656 -0.942 -0.255 0.570 -1.090 -0.240 -0.043 
 
 
Appendix K1. Factor correlation matrix 
Factor Correlation Matrix 
Factor 1 2 3 4 5 6 
1 1.000 0.626 0.571 0.487 0.435 0.386 
2 0.626 1.000 0.420 0.301 0.237 0.375 
3 0.571 0.420 1.000 0.545 0.279 0.288 
4 0.487 0.301 0.545 1.000 0.333 0.305 
5 0.435 0.237 0.279 0.333 1.000 0.287 
6 0.386 0.375 0.288 0.305 0.287 1.000 
Extraction Method: Principle Axis Factoring.     





Appendix K2. Total variance explained 
Total Variance Explained 
Factors 
Initial Eigenvalues 
Total % of Variance Cumulative % 
1 8.973 34.513 34.513 
2 2.005 7.710 42.223 
3 1.522 5.854 48.078 
4 1.331 5.121 53.199 
5 1.167 4.487 57.686 
6 1.020 3.922 61.608 




Appendix L. Definitions of the motivational types of values and items used as markers 
Openness to 
Change 
Self-direction Independent thought and action—choosing, creating, exploring (creativity, freedom, independent, choosing own goals, curious) 
 
Stimulation Excitement, novelty, and challenge in life (daring, a varied life, an exciting life) 
 
 




Achievement Personal success through demonstrating competence according to social standards (ambitious, successful, capable, influential) 
 
 





Safety, harmony, and stability of society, of relationships, and of self (family 





Restraint of actions, inclinations, and impulses likely to upset or harm others 
and violate social expectations or norms (self-discipline, politeness, honouring 




Respect, commitment, and acceptance of the customs and ideas that traditional 
culture or religion provide (devout, respect for tradition, humble, moderate) 








Understanding, appreciation, tolerance, and protection for the welfare of all 
people and for nature (equality, social justice, wisdom, broadminded, protecting 







Appendix M English questionnaire used for back translation in this study 
 
Section 1 - Airbnb Motivations 
*Please indicate your level of agreement with the following statements regarding your 
LATEST decision to stay with Airbnb. 










for its comparatively low cost.              
for the convenient location.              
because I wanted to interact with hosts, locals.              
because I wanted to receive useful local information / 
tips from my host.             
Please choose "Strongly Agree" in this line.             
for the large amount of space.             
or the access to household amenities.              
for the homely feel.             
because I thought the experience would be exciting.             
because I wanted to do something new and different.             
because I wanted to have an experience I could tell 
friends/ family about.             
because I thought the experience would be 
unpredictable.             
Please choose the "Strongly Disagree" in this line.             
because I wanted to have a unique (nonstantardized) 
experience.             
because I wanted the money I spent to go to locals.             
because staying with Airbnb is environmentally 
friendly.             
because I preferred the philosophy of Airbnb.             
because I wanted to have an authentic local experience.             
because I wanted to stay in a non-touristy 
neighbourhood.              




Section 2 - Personal Values 












1. Equality (equal opportunity 
for all)                    
2. Inner harmony (at peace 
with myself)                   
3. Social power (control over 
others, dominance)                    
4. Pleasure (gratification of 
desires)                    
5. Freedom (freedom of 
action and thought)                    
6. A spiritual life (emphasis 
on spiritual not material 
matters)                   
7. Sense of belonging (feeling 
that others care about me)                   
8. Social order (stability of 
society)                    
9. An exciting life 
(stimulating experiences)                    
10. Meaning in life (a purpose 
in life)                   
11. Politeness (courtesy, good 
manners)                    
12. Wealth (material 
possessions, money)                    
13. National security 
(protection of my nation from 
enemies)                    
14. Self-respect (belief in 
one’s own worth)                   
15. Reciprocation of favors 
(avoidance of indebtedness)                    
Please select “important” in 
this row                   
16. Creativity (uniqueness, 
imagination)                    
17. A world at peace (free of 
war and conflict)                    
18. Respect for tradition 
(preservation of time-
honoured customs)                    
19. Mature love (deep 
emotional and spiritual 




restraint, resistance to 
temptation)                    
21. Detachment (from 
worldly concerns)                   
22. Family security (safety for 
loved ones)                   
23. Social recognition 
(respect, approval by others)                   
24. Unity with nature (fitting 
into nature)                    
25. A varied life (filled with 
challenge, novelty, and 
change)                    
26. Wisdom (a mature 
understanding of life)                    
27. Authority (the right to 
lead or command)                    
28. True friendship (close, 
supportive friends)                   
29. A world of beauty (beauty 
of nature and the arts)                    
30. Social justice (correcting 
injustice, care for the weak)                    
31. Independent (self-reliant, 
self-sufficient)                    
32. Moderate (avoiding 
extremes of feeling and 
action)                    
33. Loyal (faithful to my 
friends, group)                    
34. Ambitious (hard-working, 
aspiring)                    
35. Broadminded (tolerant of 
different ideas and beliefs)                    
Please select “not important” 
in this row                   
36. Humble (modest, self-
effacing)                    
37. Daring (seeking 
adventure, risk)                    
38. Protecting the 
environment (preserving 
nature)                    
39. Influential (having an 
impact on people and events)                    
40. Honouring of parents and 
elders (showing respect)                    
41. Choosing own goals 
(selecting own purposes)                    
42. Healthy (not being sick 
physically or mentally)                   
43. Capable (competent, 
effective, efficient)                    
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44. Accepting my portion in 
life (submitting to life’s 
circumstances)                    
45. Honest (genuine, sincere)                    
46. Preserving my public 
image (protecting my “face”)                    
47. Obedient (dutiful, meeting 
obligations)                    
48. Intelligent (logical, 
thinking)                   
49. Helpful (working for the 
welfare of others)                    
Please select “Very 
important” in this row                   
50. Enjoying life (enjoying 
food, sex, leisure, etc.)                    
51. Devout (holding to 
religious faith and belief)                    
52. Responsible (dependable, 
reliable)                    
53. Curious (interested in 
everything, exploring)                    
54. Forgiving (willing to 
pardon others)                    
55. Successful (achieving 
goals)                    
56. Clean (neat, tidy)                   
 
Section 3 - Airbnb usage experience 
*Please answer the questions below considering your LATEST Airbnb experience. 
 
During last 12 months, how many time(s) did you use Airbnb while travelling? 
(________) 
 
How many nights stay was it during your most recent Airbnb stay? 
 (________) 
 
What is the purpose of your latest travelling using Airbnb? 
• Leisure 
• Visit families and friends 
• Business 
• Convention, conference, event 
• Others 




What type of Airbnb accommodation did you book last time? 
• Entire place (Have a place to yourself) 
• Private room (Have your own room and share some common spaces) 
• Shared room (Stay in a shared space, like a common room) 
  
Who did you stay with? 




• Others  
________ 
 
How many other people stayed with you? 
(________) 
 















How satisfied were you 
with your general Airbnb 
stay? 
       







How likely are you to 
recommend Airbnb to 
other? 
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How likely are you to use 
Airbnb during next trip?               
 
 
To the best you can remember, how many times in total have you stayed in Airbnb 
accommodation (including your most recent stay with Airbnb)? 
(__________) 
 
To the best you can remember, when was the first time you used Airbnb? (specify in year) 
(__________) 
 
How were you aware of Airbnb?  
• Airbnb advertising 
• Mass media (Social media, magazine, online news) 
• Word of mouth (friends, family, other travelers etc.) 
• Do not remember 
• Others.  _________ 
 





Section 4 - Demographic 
*Please fill in the blank or choose what is applicable to you. The information will not be 
used to identify individual respondents. 
 
What is your age? 





What is your Gender? 
• Female 
• Male 
• Prefer not to say 
  
What is the highest degree or level of education you have completed? 
• High School 
• Undergraduate 
• Postgraduate 
• PhD or higher 
  
What is your marital status? 
• Single 





What is your current employment status? 
• Employed full-time 





How much do you spend on average on accommodation per night while travelling? 
• NZD 50 or below 
• NZD 51-100 
• NZD 101-200 
• NZD 201-300 
• NZD301 or above 
 









Please kindly write down any other comment to help this research using the space below: 
___________________________________________________________________________
___________________________________________________________________________ 
Would you like to be entered into the gift card draw?  
• Yes  
•  No  
Your email address. (Leave blank if wish to not be entered into the gift card draw.)  






Appendix N Chinese questionnaire used for data collection in this study 














Airbnb的成本相对较低。             
Airbnb便利的位置。             
我想与房东，当地⼈互动。             
我想从房东那⾥获得有⽤的当地信息/⼩贴⼠。             
请选择此⾏中的“强烈同意”             
Airbnb宽敞的空间。             
可以使⽤家庭设施。             
Airbnb有家⼀般的感觉。             
我认为⼊住体验会令⼈兴奋。             
我想做⼀些新的和不同的事情。             
我想拥有可以告诉朋友/家⼈的经验。             
我认为这种体验是⽆法预测的。             
请选择此⾏中的“强烈不同意”             
我想拥有独特的（⾮标准化的）体验。             
我想我付的钱可以给到当地⼈。             
住在 Airbnb是对环境友好的。             
我我更喜欢 Airbnb的理念。             
我希望获得真实的当地体验。             








价值观相反 0.不重要 1 2 3.重要 4 5 6.非常重要 7.至高无上 
1. 公平（对每个人的机会相等）                   
2. 内在融洽 （对自己平心静气）                   
3. 社会权力 （对他人的控制、支配）                   
4. 愉快（愿望的满足）                   
5. 自由（行动和思想的自由）                   
6. 精神生活（看重精神、而不是物质）                   
7. 归属感（感到他人关心自己）                   
8. 社会秩序（社会的稳定）                   
9. 刺激的生活（兴奋的经历）                   
10. 生活的意义（生活的目的）                   
11. 礼貌（讲礼貌、良好的礼仪）                   
12. 财富（财产、金钱）                   
13. 国家安全（保卫我的国家、防御外敌）                   
14. 自尊（相信自己的价值）                   
15. 相互善意（避免争论）                   
请选择此行中的“重要”                   
16. 创造力（独特性、想象力）                   
17. 世界和平（免于战争和冲突）                   
18. 尊重传统（保持历史习惯）                   
19. 深沉的爱（深深的情感和精神亲密）                   
20. 自制（自我约束、不受诱惑）                   
21. 超脱 （从世事中超脱）                   
22. 家庭安全 （所爱的人的安全）                   
23. 社会承认 （被他人尊重和认可）                   
24. 与自然一体 （适应自然）                   
25. 多彩的生活（充满挑战、新鲜和变化）                   
26. 智慧（对生活的深刻理解）                   
27. 权威性（具有领导或者命令的权力）                   
28. 
真正的友谊（关系密切、相互支持的朋友）                   
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29. 美丽的世界（自然之美和艺术之美）                   
30. 
社会正义（改变不公正、关心弱势群体）                   
31. 独立（自信、自足）                   
32. 温和（避免感情和行为极端化）                   
33. 忠诚（对我的朋友和团队信任）                   
34. 雄心（努力工作、有抱负的）                   
35. 心胸开阔（容忍不同的观念和信念）                   
请选择此行中的“不重要”                   
36. 谦逊（温和、低调）                   
37. 勇敢（追求冒险和风险）                   
38. 保护环境（保护自然）                   
39. 影响力（对人和事具有影响力）                   
40. 尊敬父母和长者（表现出尊重）                   
41. 选择自己的目标（选择自己的目的）                   
42. 健康（身体和精神无疾病）                   
43. 能力（能胜任的、有效率、有能力）                   
44. 
接受自己生活的命运（屈服于生活环境）                   
45. 诚实（真诚、诚心）                   
46. 保持我的公共形象（保住我的面子）                   
47. 服从（有责任、履行义务）                   
48. 聪慧（有逻辑性、善思考）                   
49. 助人（为他人的福利工作）                   
请选择此行中的“非常重要”                   
50. 
享受生活（享受美食、性、休闲、等等）                   
51. 虔诚（保持宗教信仰）                   
52. 责任（可依赖、可信任）                   
53. 好奇（对每件事感兴趣、有探索精神）                   
54. 谅解（愿意宽恕他人）                   
55. 成功（达到目标）                   
56. 清洁（干净、整洁）                   
 












































  非常不满意 不满意 有些不满意 中立 有些满意 满意 非常满意 
您对Airbnb的总体住宿 
满意度如何？        
 非常不可能 不太可能 有些不太可能 中立 有些可能 很有可能 非常有可能 
您向其他人推荐Airbnb的 
可能性如何？        
 
非常不可能 不太可能 有些不太可能 中立 有些可能 很有可能 非常有可能 
您下次旅行使用Airbnb的 

























































• 200 元人民币或以下 
• 201 – 400 元人民币 
• 401 – 600 元人民币 
• 601 – 800 元人民币 




   
 
您回答此调查问卷所使用的设备是？ 
• 手机 
• 电脑 
 
请在下面的空白处写下任何其他可以帮助这项研究的评论：_______________________
___________________________________________________________________________
____________________________________________________ 
 
 155 
您希望参与礼品卡抽奖吗？ 
• 是 
• 不是 
 
您的电子邮件地址： （如果不希望参与礼品卡抽奖，则留空。）
___________________________________________________________________________ 
 
